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Instantly adjustable neck : i 
in all reflectors makes pos- E-2 for use in high, narrew 
sible alternate use of either windows. 

75, 100, or 150 watt lamps. 
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Monte ie 
GHW nt ND All Metal Reflectors 


Ler eres y's hed i 
That will not peel or break Bt, Fore in low 
eep windows. 


E-5. For illuminating through glass 
ceilings and other special purposes. 


2 you have not already seen our Silverlite Can be cleaned or moved without danger ot 
guarantee, we will gladly send you a copy breakage. Adjustable neck makes possible alter- 
with complete information about these wonderful nate use of different size lamps without use of 
reflectors. They can be had for replacement of 

° . r 
your present window units. extra fittings. 


[.P FRINK Inc. 


24th Street and 10th Ave., New York 
Offices in Principal Cities 
CANADA 
Associated with The Robert Mitchell Co., Ltd., 
64 Belair Ave., Montreal 
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The Lights That 
Say STOP! 





























Long fingers of brilliance reaching out and 
commanding the attention of pedestrians as 
though to say: “Wait a minute! Here’s some- 
thing worth seeing!” 
That is the appeal of the “Pittsburgh” lighted window; an ad- 
vertising medium that makes prospects every time passersby 
pause; a force that provides the “approach,” “interest” and 
“desire” of your ideal sale. 
Better advertising there is none. Prove it to yourself in your 
- own downtown district. The folks are on the bright streets—and 
in front of the brightly lighted stores. 
“Pittsburgh” Show Window Lighting equipment—Silvered Reflectors, Windo-Spot, Color-Lite, 
etc.—has reflecting qualities that do not dim. Not a single reflector made in more than eight 
years has ever been reported to us as having the silvered reflecting surface tarnish or discolor. 
This splendid standard of quality carries a five-year guarantee to make you doubly sure. 
Write for helpful booklet—“Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & Illuminating Co.) 


403 Bowman Bldg., 3rd and Ross Streets, Pittsburgh, Pa. 


BRANCHES: NEW YORK, 145 West 41st Street at Broadway : 
CHICAGO, Machinery Hall, Corner Clinton and Washington 


Representatives in 


Philadelphia Toronto Jacksonville, Fla. Louisville 

San Francisco Baltimore Montreal Seattle 
Syracuse Los Angeles Mexico City Charlotte, N. C. 
Des Moines Indianapolis Cleveland » Havana 


Salt Lake City Dallas Detroit 
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Don’t Work 
Behind the Counter 
all your Life 


Every young man who is now clerking in a store is 
laying an excellent foundation for future business success. 
This experience should be used as the first step toward 
a better position and better pay. It is a great mistake, 
however, to get in a rut and be a clerk all your life. 


Doubles his Salary 


One young man, who just graduated from the Koester 
School, two months ago was getting $25.00 a week. He 
has now accepted a new position with pay of $50.00 a 
week to start on and every assurance of an early raise. 


You, too, can get a very decided increase in salary by 
spending from four to eight weeks at The Koester School. 














You are also taking another step on your journey to 
doing bigger and better things in the business world. 


Moral 


SUCCESS always crowns the efforts of him who 
has the initiative to make the start, the pluck to 
stay in the race, and the courage to keep his eye 
upon the object of his ideal. Decide now to let no 


obstacle stand in your way in getting a thorough 
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In the Window Display 
. Center of the World 
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USE THIS COUPON 


THE KOESTER SCHOOL 
314 S. Franklin St., Chicago. 


Please send me full information covering following courses: 
[1] Window Display C] Advertising [LJ Card Writing 
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Here Is a Book That Reveals All the Secrets of Expert Draping 


THE ART OF DRAPING, by Jerome 
A. Koerber, is a complete, modern and 
practical text and reference book on 
the subject of mercantile and display 
draping. It covers the subject thor- 
oughly, comprehensively and authorita- 
tively, and is profusely illustrated with 
diagrams, pen drawings and photo- 
graphs. 

The contents of this book is a revela- 
tion as it comprises the experience of a 
life, spent in the execution of draping 
art by the country’s foremost draping 
authority. 

The merits of the book is further 
proven by the fact that it is today con- 
sidered the standard text on its subject 
and has a wide sale among displaymen 


and students of display throughout the country. 





Over 100  Illustra- 
tions—128 Pages 


Size 742x10Y% 
Cloth Bound. 
$3.00 


Per Copy, Postpaid 











fundamentals of that art, and whether 
student or experienced displayman this 
book should be in your possession for 
study and reference purposes. 


The followng subjects are covered: 


The fundamentals of draping; fixtures 
—what they are and their importance; 
how records are kept in, display depart- 
ment; efficiency in decorator’s room; 
general knowledge of merchandise; the 
structure of drapery; ornamentation of 
drapery; importance of color and color 
harmony; a chart of colors and com- 
binations; combining colors by use of 
color chart; some pertinent advice— 
errors to be avoided; draping examples 
illustrated and described. 


Get a copy of this book today—you will find that it 


To become a master of the display profession it is es- is more than worth the price—only $3.00 per copy 


sential that one have a complete knowledge of all the 





ORDER BLANK 


The Display Publishing Co., Cincinnati, O. 


Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
OF DRAPING. 


Ship postpaid to following address: 
REIG.. dsin'. 06:0 0s0 5:05 v:henGens se eae Ls 


PAGING: 556 vicsiecidiisascnnaeeesnat eee 











postpaid. 


The Display 
Publishing Company 


1209 Sycamore St. 


Cincinnati ote “t- Ohio 








SPECIAL OFFER 
A copy of this new book, THE 
ART OF DRAPING, together with 
a year’s subscription to The DIS- 
PLAY WORLD at a cash saving 
of $1.00—Both for $4.00. If you are 
already a subscriber your subscrip- 
tion will be extended. 
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An Illustrated Monthly Magazine 

; Published by 

The Display Publishing Company 

Cincinnati, Ohio 
Branch Offices: New York—Chicago 
Copyright, 1925, by The Display Publishing Company. 

Entered as second-class matter September 20, 1922, at the 
Postoffice at Cincinnati, Ohio, under the Act of March 1, 1879. 


Te Display World 


FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Title Registered U. S. Patent Office. 


Issued on the 15th of Each Month 
Subscription Rates: 
United States, $2.00 a Year 
Canada and Foreign, $2.50 a Year 
Single Copies, Twenty-five Cents 


Advertising Rates furnished upon application. 


. Change of address must be received by the publishers twe 
weeks in advance of issue when change is to take effect. 
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“WINDOW ADVERTISING MAKES THE PASSER BUY” 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- Mr 
mation. Read and pass on to 
next name designated._ 
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Spring Will Soon Be Here 
---Be Ready for the Rush! 


High time to prepare for the brisk Spring business. 
Display your merchandise attractively with these orig- 
inal Onli-wa fixtures. 


They will prove adaptable to any display idea and 
will add pep to any window! 





poe 


Aero Design 
Hosiery Stand 


Aero Design 
Triple Table 





Reg. 


Quality and Originality! 





Aero Design 
Tee Stand 
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Colored Lighting 


cman The most practical and 
_ valuable display idea 
in years. 





1Wavewewewee® 


U. S. Pat. Off. 
Now you can make your display 


doubly effective. Cash in on this § 
novelty and get full value from 
your display space. 


Color globes are easily attached 
and adjustable to any type display. 














The ONLI-WA Fixture Co. 


St. Paul Ave. Dept. D. W. Dayton, O. 
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A National Slogan and Emblem | 
That Puts Its Message Across 


An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 
play Field and Directly 
Interested in its Growth. 





“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


The slogan has been copyrighted and elec- 
trotypes are being offered for your use at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs will prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 
in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
THEN PUT THEM RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - 
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Cincinnati, Ohio 
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“f “WINDOW ADVERTISING MAKES THE PASSER BUY” 








The Display World, “The Nation- 
al Journal of Successful Selling by 
Mercantile Display for Merchants, 
Displaymen and National Adver- 
tisers,” published at Cincinnati, 
Ohio, by The Display Publishing 
Co., is one of the most practical 


@}magazines devoted to its subject 


published. It is destined to be of 
the greatest value to merchants 
everywhere. A contest it sponsored 
for particularly good window dis- 
plays closed Dec. 15, in which en- 
tries from the entire country were 
made, The platform of The Display 
World is a complete outline of its 
aims and functions, and is as fol- 
lows: 

1. The development of the art 
of mercantile display. 

2. More intimate co-operation of 
manufacturer and merchant. 

3. The encouragement and ad- 


-vancement of the independent dis- 


play service idea. 

4. An ideal practical and help- 
ful personal service to the display 
profession and its industry. 

5. Appreciation of display by 
merchants as the most powerful 
factor in the business of selling. 

6. To maintain the independence 
of its editorial columns so that it 
may always discuss without fear, 
bias or jealousy every activity in 
the display fiel@ and serve best all 
interests. 


The following excerpts are from | 


the November issue of The Display 
World: ~ 
WINDOWS SELL MERCHANDISE 
IN GREAT VOLUMES 

To the skeptical person who does 
not believe that window display ad- 
vertising sells merchandise from 
the retail etore in great volumes, a 
glance at the entries being received 
by the Display World in the mer- 
chandising window display contest, 
closed Dec. 15 of this year, is ex- 





tremely interesting. 


Window displays that have suid 
shirts by the thousand, neckties in 
similar quantities, curtain goods by 
the thousands of yards, drugs and 
toilet preparations by the thousands 
of jars or cans, \jelectric fans, re- 
frigerators, skates, shoes, safety ra- 
zors, fountain pens and other ar- 
ticles in almost ‘unbelievable quan- 
tities were entered in this contest. 
Some of these displays sold a stated 
quantity of advertised merchandise 
in a single day; others sold a quan- 
tity in two days’ time, and the vol- 
ume per day, when computed, is 
even more startling than the win- 
dow display which was entered in 
the competition on the basis of a 
single day's business. 

Sales of merchandise in most in- 
stances were directly traceable to 
the window, and each entry was ac- 
companied by the sworn statement 
of the merchandise manager or some 
official of the store in, regard to the 
actual amount of sales, The win- 
ning displays, which were awarded 
the two silver trophy cups by the 
Display World, were the displays 
thet actually sold the most mer- 
chundise, proportionately, in any 
given period between Jan. 1, 1924, 
and Dec. 15 of the same year, and 
the amount in dollars and cents did 
not enter into the final judgment. 





Tie prizes were awarded on the 
basis of the actual amount of mer- 
chandise sold through the display, 
regardless of the selling price, this 
being computed on a proportionatc 
basis. But the contest does prove 
one thing—window displays sell 
merchandise in great volumes. 
“Window advertising makes the 

passer buy” is expressive of the 
exact meaning of this particular 
medium. Newspaper and other 
forms of advertising create the de- 
mand for the product, and the de- 
sire is kindled in the individual to 
purchase. If the article be drugs, 
jewelry, ready-to-wear, radio, hard- 
ware, knick-nacks or what-not, the 
advertising read by the individual 
impresses on his mind his need of 
that particular article. Sometimes 
the stress of other matters causes 
a delay in acquiring it, but the de- 
cision has been made to purchase 
it at the first opportunity. Win- 
dow adverising, as the person 
passes by, causes him to remember 
and buy—and he buys the particu- 
lar article displayed nine times out 
of ten, connecting it up with the 
advertising. 

INTERIOR DISPLAY FIELD [IS 
GROWING MORE IMPORTANT 
The field of interior display is 

growing more important and de- 





flects the fungtion and 








The display profession and industry can justly 
be proud of the unprecedented and widespread 
pubticity window display advertising is receiving 
in the press throughout the country, this encour- 
aged by the enthusiasm occasioned by The 
PLAY WORLD'S slogan, 
Makes the Passer Buy.” 


of advertising in merchandising, and should be 
adopted whenever and wherever possib 


DIS- 
“Window Advertising 
This slogan truly re- 
purpose of this medium 


le. 





perimert stores are giving oe 
the interiors, so they will be in 
keeping with the window displays 
of their institutions. If a store has 
exceptionally high-class window 
displays, it follows as a matter of 
course, in the minds of the public 
that the interior of the establish- 
ment is just as artistic. Tke store 
may have the finest fixtures ob- 
tainable, but the decorative at- 
mosphere of the store may not be 
artistic and inviting. Extra effort 
should be given when special events 
are in progress, if no other phase 
of interior display is followed. Pa- 
trons will anticipate it and should 
not be disappointed. It will meaa 
added sales, because the atmos- 
phere and surroundings will be con- 
ducive to the interest of the cus- 
tomer. 

Lord & Taylor, a store long 
noted for its highly artistic and 
strong merchandising window dis- 
plays, has just announced the ap- 
pointment of an interior display 
manager. He will have complete 
supervision and control of the 
store’s interior displays, and the 
person who first observes the at- 
tractive windows of this famous 
éstablishment and then enters the 
store, will find the same attractive 
surr ppeali to him in- 
side. The choosing of such an artist 
as Mr. Paul Watson Hornung to 
direct this work is an indication 
that others of the foremost retail 
establishments will fall in line. 

The Display World feels and pre- 
dicts that interior display is to be- 
come an important factor in every 
store's yrogress, and it will prob- 
ably not be long until a great many 
mercantile’ establisnments keeping 
pace with progress, will establish 


at 
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“Another Link 





We prefer to be modest 
in presenting our line, be- 
lieving it more seemly that 
such praise as may be de- 

- served should come from 
those we serve rather than 
from us. 


Manufacturers of 


in the East. 
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Our Long Chain of 0" 


Satisfied Customers” 


Period Wood Display Fixtures 


Largest Manufacturers of Display Fixtures 
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ELEVENTH ANO MARKET STRE 


Priaanecernra,Pa, 


Jan. 7, 1925 


Segal & Sone, 
915 arch St. 
Phiiadelphia, Pa. 


Gentlemens 


Received a portion of the fixtures 
ordered for our new display windows and wiil 
say that the finish, design and workuanship 
are far past our oxpectations., both thefirn 
as well as myself are well pleased. I hav~ 
had quite a good aeal of outside coment 


favorable to you and your firm from other 
e a O nN &, Gisplay managers and manufacturers on Market 
Street. 


Hoping, the balance of the fixtures 
will cowe in like those shipped, I an 


e Very truiy yours, 
Offices and Showrooms Factory son 
933 Arch Street 865-67-69 N. Randolph St. al Fal} ke 
Philadelphia, Pa, U. S. A. 3 





* FRANK& SEDER Go. 


THE LARGEST BMEADY-TO-WEALM STORE 
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Write for booklet D. S. 1 
Do this Right NOW! 
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Our New Spring Book 
is Now Ready 


From page | to page 37 you will find it brim- 
ful of decoratives that will do what you want 
them to do—SELL—and, though distinctive 
and effective, you will find the designs shown 
are NOT expensive. This book is illustrated 
in full color and is free. Better write for it 
now. The sooner you have it in your hands the 
sooner you will profit. Ask for Book DS |. 


L. BAUMANN & CO. 


357 WEST CHICAGO AVENUE, CHICAGO 
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Displays Treble Sale of Walnuts 


Fifty million pounds of California walnuts sold each year on 
appetite appeal through attractive store displays 


By CARLYLE THORP 


General Manager, California Walnut Growers’ Association, Los Angeles, Calif. 


TTRACTIVE window displays have in- 
creased the sale of California walnuts 
four to ten fold during the last six years. 
By coupling attractive store display with 

compelling national advertising, the California Walnut 
Growers Association has succeeded in keeping demand 
abreast of supply, regardless of the fact that walnut 
production has increased at an astounding rate during 
the last ten years. 

The sale of walnuts, under the influence of window 
display, has progressed during 
the last five or six years in about 
the same proportion that the ex- 
ploitation af motion pictures has 
progressed, and there is really a 
close relation between the two. 

The phenomenal development 
experienced by motion pictures is 
directly attributable to the fact 
that they speak the universal 
language. Millions of foreigners 
in this great melting pot of ours 
cannot read the subtitles which 
are printed in English upon the 
pictures because visual impres- 
sions are alike the world over. 

So it. is with window and 

films, but they can understand 
the action of the players in the 
show-case display of walnuts. 
The California walnut, marketed 
hy. the California Walnut Grow- 
ers Association at the rate of 
50,000,000 pounds a year, is sold 
on appetite appeal: Everything 
“that is humanly possible is done to increase the at- 
tractiveness of California walnuts in order that they 
may strongly appeal to the appetite when conspicuously 
displayed in windows and show-cases. 

“Let your eye be your guide” is the consumer's 
watchword in: shopping for many articles of food. You 
can’t see into a tin can, and it isn’t the shiny green 
exterior of a ripe watermelon that makes your mouth 
water; it is a’ glimpse of the luscious red meat on the 
inside that. piques your appetite and sells the water- 
melon, % 

There was a time when the majority of food stuff 
retailérs did’ not’ realize*this fact: but most of them. 
fortunately, are now well aware of it. 





CARLYLE THORP, 


General Manager, California Walnut 
Growers’ Association. 


The experience of the California Walnut Growers 
Association in window display work dates back to 
1918 when an unusually heavy crop of walnuts ma- 
tured much later than usual and could not be evenly 
distributed over the country in time to be consumed 
during the holidays. 

Something had to be done to stimulate the con- 
sumption of walnuts during January, February and 
March that winter, so the sales department of the asso- 
ciation supplemented its national advertising campaign 
with a dindow display contest in 
which hundreds of grocers par- 
ticipated. 

Attractive prizes were offered 
for the best displays. Grocers 
in all parts of the country—par- 
ticularly those in large centers of 
population—reported that they 
had increased their walnut sales 
four to ten fold by displaying 
California walnuts in their win- 
dows and show-cases. 

From that time to now the 
association has put forth every 
possible effort to encourage the 
retailer in making a special effort 
to display California walnuts 
throughout the year. That the 
campaigns have borne fruit is 
evident from the fact that the 
crop of 1919, which matured un- 
usually late, was all disposed of 
within a reasonable marketing 
season, largely as a result of 
display. 

Again, in the winter of 1921, the 1920 crop which 
matured so late that it could not be gotten into channels 
of trade in time for a holiday cleanup, with the re- 
sult that at least one-third of the crop was carried 
past the holidays, was all sold out before early summer. 
This cleanup was due, in a large measure, to window 
display. 

The sales department of the 
stantly campaigning to get the retailer—who is often 
a new adventurer in the field of food stuff sales—to 
display California walnuts more attractively. Hand- 
somely painted trays, with backgrounds worked in with 


association is con- 


‘ water colors, with receptacles to hold a quantity of 


choice Diamond Walnuts, are always at the disposal 
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of the retailer. A wide variety of window fixtures 
can be had for the asking—the retailer is even urged 
to accept them—and price tags and window streamers 
of attractive design are placed in all of the bags that 
make up the first half of the season’s pack. 

The trade has come to realize that anything such 
as fresh fruits and nuts is sold on appetite appeal. To 
see them in their most attractive form is to desire them. 
In the beginning, most of the grocers did not want to 
handle Diamond Walnuts after the holidays, but the 
association convinced them that by properly displaying 
walnuts they could sell them in considerable quanti- 
ties the whole year through. 

A large per cent of the dealers displayed walnuts 
during the holidays. It was our job to get these dealers 
to display them out of season, and we succeeded. After 
the holidays a dealer can make walnuts competitive 
with other merchandise in the store, and by using good 
walnut displays he can bring in new customers who 
will return in the days and months that follow, to buy 
a great deal of other foods. 

Nuts and fruit are among the best bets for the dis- 
play window. They always appeal strongly to the ap- 
petite if they are fresh and are properly arranged. 

Today the association has certain strips of territory 
in which its representatives prefer to have their outdoor 
advertising appropriations diverted to window display. 
They feel sure that they can sell more Diamond Wal- 
nuts through window displays than they can sell 
through the medium of outdoor advertising, which in- 
cludes the street cars and billboards. There is probably 
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logic in this, too. If the prospective customer sees 
walnuts advertised in cars or on billboards he may buy 
them in any one of a hundred stores, but if he sees 
them in a store window he is likely to walk in and buy 
them right there. 

Notable instances of territory where representatives 
had rather do their advertising indoors than out-of- 
doors are Pittsburgh and Greater New York. 

One of the results of display campaigns conducted 
by the association is reflected in the following testi- 
monial from our correspondence files. 

W. Gartelmann, New York City: “This season has 
been my first in the use of walnut display windows, and 
it certainly proved to be a wonderful success. It may 
be of interest to you to know that I sold since Thanks- 
giving, myself, 1,800 pounds of walnuts.” 

In the spring of 1919 Wm. T. Reynolds & Com- 
pany, wholesale grocers in Poughkeepsie, N. Y., wrote 
to one of our brokers as follows: 

“To assist Carpenter & Parkhill, of Poughkeepsie, 
in making a window display, we loaned them (as we 
thought) three or four cases of Diamond Shelled 
Walnuts, and five bags of Diamond Walnuts, with the 
understanding that we would take these goods back 
when they were through with the display. 

“When the writer was in their store this morning 
he asked them if they would let some of these walnuts 
come back, as our stock was very low. To the writer’s 
surprise, they stated that there would be none to return, 
as they had sold more than half of the shipment during 
the one week.” 
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Appealing Display of Walnuts in Window of W. E. Drislane Co., New York City. 
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Window Displays As A Sales Incentive 


Evolution and progress remarkable the past fifteen years as shown 
in review by a prominent national advertiser 


By H. W. SCHULZE 
Assistant Sales Manager, Hickok Manufacturing Co., Rochester, N. Y. 


URING the past fifteen years remarkable 
progress has been made in the field of 
window display advertising. It is not so 
long ago, when you look back, that win- 

dows very generally were practically nothing more than 
a storage place for the merchandise to stand till the 
cartons became yellow from the sun. This hardly 
seems possible when we consider the value that is now 
placed on window space as a means of displaying mer- 
chandise. Then the store proprietor only made a change 
when the fancy happened to strike him. Now there is 
rapidly being developed the science of selling through 
displays. 


Dealers began to realize that their windows were 
something more to them than mere places of temporary 
storage; that they were a means of moving merchan- 
dise ; that windows could be used to great advantage in 
showing new stock, old or slow-moving merchandise, 
and anything he wanted to push. The result was that 
the window was jammed full of a little of everything 
the store-keeper had. This, however crude, was the 
first step toward the development of correct window 
display. Although this has been greatly improved, we 
still see an occasioanl window of this type. Generally, 
though, windows have taken on a decidedly more artis- 
tic appearance. Considerable thought is put behind the 
merchandising possibilities of the display before it is 
actually put in the window. The result is the finer 
windows we see in the small town as well as the larger 
cities. Expert displaymen and men experienced in the 
proper methods of window display are retained by 
those who can afford it. Others avail themselves of the 
services of display organizations. _ 


Stores, recognizing the fact that their windows are 
their greatest advertising asset, due to the fact that most 
sales are made through the appeal to the eye, have put 
considerable time, thought and money in correct and 
permanent fixtures: Proper illumination of windows 
‘is being given more and more consideration. 


The national advertiser has come to realize the pos- 
sibilities of his dealer’s windows and is leaving no stone 
unturned to obtain the best and most attractive window 
display material for his dealers in showing his (the 
manufacturer’s) product. The magazines and news- 
papers create widespread interest among the consumer 
trade. Appropriate display matter is made to tie up with 
the advertising appearing in the magazines of wide con- 


sumer circulation. This completes that essential con- 
nection between the advertisements read by the pro- 
spective interested purchaser and the actual merchan- 
dise on display in the dealer’s window. 


National advertisers appreciate that the display 
matter they send the dealer must of necessity be of high 
class and representative of his product. The dealers 
recognize the value of this material as necessary in 
backing up their advertising and sales efforts in getting 
the biggest possible sales turnover. Both have been 
working and co-operating more and more with each 
other until now at the beginning of 1925, we are prob- 
ably facing the ultimate in attainable sales results from 
this form of advertising effort. 


The national advertiser cannot get the wide distri- 
bution he is after without the co-operation of the dealer, 
and the dealer also needs all the national advertiser can 
give him if he is to realize the necessary turnover and 
resultant profits rightfully his through his investment. 
With the knowledge that each requires the help of the 
other, we are on the threshold of a new era in window 
display advertising. 


The national advertiser who grasps the opportunity 
and places in the hands of his dealer friends the kind 
of window material that is attention-getting and sales- 
producing is bound to reap the harvest. What the 
dealer should be after is attractively designed window 
material that is made to link up with the advertising 
the manufacturer is doing in the magazines even to the 
extent of prominently displaying the cartons and con- 
tainers made to conform in color scheme and design by 


-wide-awake manufauceurers in consistently following 


up his advertising program on his dealers’ shelves. In 
other words, every place the prospective purchaser 
looks he sees the same idea. It is the combined force 
of a reiterated idea that effects sales. 


Magazine advertising alone loses its effectiveness 
unless the reader has an opportunity of buying by see- 
ing the merchandise on display. You must connect the 
advertisement by displays which furnishes the final sale 
incentive. Three things are, therefore, essential: Dis- 
plays must be representative of the merchandise in 
quality and attractiveness; they must be of the same 
general design as those used in the advertising, and they 
must be given a prominent place in the retailer’s estab- 
lishment. 
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Semi-Background Is Unique Idea 


Furniture store display problems solved by use of temporary 
backgrounds—Sales value proven after practical tests 


By A. L. GUILE 
Display Manager, Perkins-Huffman Co., Lincoln, Nebr. 


ERHAPS the greatest problem confronting 





_the average furniture store displayman is 
the background. Many merchants feel that 
they are a hindrance more than a help, and 





contend that the windows should be open so the interior 
of the store will be plainly visible to the passerby: at all 
times. 

This idea, however, is wrong. What does the pro- 
spective customer or the window shopper care for some 
article placed twenty or more feet away, where it can 
not be inspected closely as to detail, workmanship and 
the kind of fabric covering it? A display window must 
of necessity have atmosphere, most of which comes 
from the walls around_the articles that are being ex- 
hibited, therefore a background of some description 
is of prime importance. 

The absence of a permanent back piece may be 
offset, to a certain extent, by the use of a semi-back- 
ground ; that is, fifty-fifty with both ideas—background 
and no background. Panel screens can often be used, 
but the possibilities are much more satisfactory with 
the temporary settings, inasmuch as the room design 
can be worked out to satisfy one’s own ideas in good 
window triming and better business, and without them 

to conform to the proprietor’s desires. 






Perkins-Huffman Display of Bedroom Suite Showing Semi-Background Setting. The Walls Are Covered with 


In this way the observer is given a concentrated 
view of the display, and yet a distant view of the inte- 
rior of the store, which, of course, should be well ar- 
ranged at all times. For special sales, when ‘“‘mass 
formation” is desirable, the no-background setting is 
ideal, but no store wants to “special sale” all the time. 

The merchandising value of temporary back pieces 
was recently observed in a comparison of displays of 
a well-known make of floor covering. ‘The first dis- 
play was installed before we began the use of semi- 
backgrounds in our windows, and while they were 
harder to arrange, using as we did more merchandise 
and more space, there was, as is always the case, too 
much “lost space.” The spectator’s vision was scattered 
all over the store. and not concentrated on any one 
object. Thirty days later, with background and the use 
of less space, and with the weather and business con- 
ditions practically the same, more than twice the amount 
of merchandise was sold. 

In a display of fiber furniture the use of a back- 
ground produced twenty-five per cent more business 
than practically the same display and prices a month 
previous, which should have been better on account of 
it being the beginning of the season. Many other cita- 
tions could be made regarding our experience as to 


Caen-stone Paper Decorated with Polychrome. The Panels at the Back Are in Raised Black and Gold English 


Wall Paper. 
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Double Display of Living Room and Dining Room Suites Created by Mr. Guile Through Use of Semi-Background. 
Grouping of Buffet, Tables and Chairs Will Be Seen Directly Back of the Center. 


results from a merchandising standpoint for, as against, 
no backgrounds for furniture show windows. 


It is a well-known fact that furniture and its kin- 
dred lines are the easiest of all classes of merchandise 
with which to make an attractive display. Knowing 
that women do eighty-five per cent or more of the buy- 


ing for the home, the display appeal must, therefore, | 


must be made to her. What is of more interest to 
the woman than an artistically arranged window show- 
ing a living room, bed room or well-balanced dining 
room, either of which always attracts her attention? 


Every woman has an inherent desire to always look 
her best. Most of all, she wishes to look her best at 
home, where she receives her friends. Her satisfaction 
is complete when she knows that her furniture, carpets, 
draperies, pictures and other embellishments are in 
style and conforni to the accepted manner of arrange- 
ment. Thanks to the magazines of nowadays, the aver- 
age woman understands the blending of colors and the 
proper selection and placing of the furniture which will 
bring repose and reflect the cultured taste. 

In many instafi€es the duties of the furniture dis- 
playman include those of, consulting, interior deco- 
rator, in which capacity he is frequently called upon 
to prepare plans and designs for equipping a single 
room or to completely furnish a home. It is, therefore, 
necessary that he have a thorough knowledge of the 
decorating profession, which information is always ex- 
tremely important to him as a displayman, for his win- 
dow displays must, at all times, be the criterion of the 
home furnishing art and the creators of customer con- 
fidence. ‘ 

Few merchants realize how much a store is judged 
by its show windows. ‘They fail to consider that their 
general appearance reflects the character, personality 
and success of the institution as well as their customers’ 
tastes and requirements. 


Merchants and displaymen can not escape the mar- 
velous evolution of merchandising as it affects every 
phase of the retail industry. Of all the tremendous 
changes in the last decade, the display windows evi- 
dence the greatest progress in a program of distinctive 
advancement, and unprogressive indeed is the merchant 
who is today content to operate without very serious 
consideration of the importance of his store front— 
the show windows. 

Their power as a sales influence has been manifested 
over and over again, and it is an invariable fact that the 
really successful, progressive stores of today are those 
where window displays of character greet the eye of 
the shopping public—not occasionally, but every day 
in the year. The appreciation of display value is rapidly 
spreading throughout the country, with indications that 
those failing to avail themselves of the advantages 
afforded through the appropriate use of display will 
sooner or later make way for more progressive suc- 


ceSsOrs. 





WAX FIGURE IN NEW YORK WINDOW DISPLAY 
MYSTIFIED CROWDS 
WAX figure, imported from Paris, which was used 
in a furniture display in the 32nd Street corner win- 
dow at Gimbel Brothers. New York caused considerable 
stir among the crowds owing to its life-like appearance. 

“Izzy Real” attracted large crowds to the window in 
spite of the severely cold weather and was the source of 
bother for salespeople and floormen on the main floor by 
inquiring people seeking to determine whether or not the 
figure was real. 

His hair, facial expression, eyes and general form were 
perfect and would probably deceive the most skeptical. 
One story was circulated to the effect that at ten and four 
o’clock each day the figure walked out of the window 
and that he received $100 per day for his services. Some 
who really knew, such as the traffic policeman at the cor- 
ner, won many wagers from those who were positive of 
its reality. 





THE DISPLAY WORLD 





February, 1925 


Spring Fashion Displays Prevail 


Modes featured in southern wearables’ displays to remain in vogue 
for early spring wear—Many elaborate fashion revues staged 


OUTHWARD the course of the empire 

takes its way.” Of course, it was 

“Westward” as Kingsley wrote it, but 

its “Southward” these days that the 
empire of fashion is wending its way. 

The annual trek of the more fortunate to the South- 
land, where the only snow known to winter is the 
white of the beach sands, and where the whole year 
is bright with a thousand joys of outdoor sports, 
amusements and scenery, is but the shadow of a 
still greater coming event—Spring.- 

Fashions predominating for Palm Beach and 
other nearby resorts have long been the theme for 
spring wearables featured a few weeks later for 
northern wear. It would hardly be expected that 
the styles would last that long under the ordinary 
conditions, but this year there seems to be agreater 
stability than ever before. Merchants who pur- 
chased complete stocks to supply the demands of 
this early trade bought rather heavily, knowing 
that in only, a few instances would any material 
changes be made in the modes. 

It is reasonably safe then to announce that the 
fashions exhibited in Southern Wearables’ window 
displays during the last two or three weeks, a few 
of which are reproduced on the opposite page, will 
remain in vogue for early spring wear in the 
northern and eastern cities. This is especially true 
of sportswear and millinery. 

One of the most important changes in the new 
designs is their abbreviated length. Paris decrees, 
and who has the temerity to deny such a gifted 
authority, that the skirt shall not be more than 
three inches below the knee. This, no doubt, ac- 
counts for the hosiery manufacturers’ announce- 
ment that full length hose will supplant the popu- 
larity of the rolled stocking during the coming 
spring and summer months. 

A return to garments of soft, clinging lines will 
mark the new season. This will offer an interest- 
ing diversion after many years when the trim, 
more or less tailored things have held full sway. 
Frocks of feminine softness, made of layers of 
chiffon and delicate trimmings and with an abun- 
dant use of frills and jabots, will be seen. Even 
the street frocks will observe this trend to softly 
feminine lines by the use of lingerie collars and cuffs. 

Elaborate and expensively staged fashion revues 
have been featured in practically every city of the 
country within the last few weeks to introduce 
these new garments. This is particularly true in 





the larger department stores of the metropolitan 
centers, where all previous efforts were over- 
shadowed by the presentations coincident with the 
start of the spring season. The window displays 
tieing up these revues with the newspaper pub- 
licity were, without a doubt, the most effective 
ever created for such an event. 

In many cases several of the stores combined 
in expositions which made them all the more in- 
teresting to the spectators. Perhaps the outstand- 
ing of these was the one presented at the Rainbo 
Gardens, Chicago, February 2 to 15, by the Chicago 
Women’s Apparel Association. Three scenes, each 
followed by a parade of twenty minutes’ duration, 
were presented. The first scene was a tea party 
at a southern mansion when afternoon models were 
shown. The second was a hotel scene in which 
sportswear was exhibited, and the third the foyer 
of the opera at a matinee when both afternoon 
and evening gowns and wraps were shown. 


Entertainment for the models and, incidentally, 
for the audience in the mansion scene was a dis- 
tinguishing feature. During the hotel scene the 
models and audience were entertained by a parade 
of the Rainbo Garden chorus in bathing costumes. 
In the third scene, the models first came in wear- 
ing coats, and, after promenading around the foyer, 
checked their wraps and exhibited evening gowns. 
Here, also, entertainment was provided in the na- 
ture of an operatic quartet. 


Franklin, Simon & Company, of New York, in- 
vaded Los Angeles with an extensive showing of 
new fashions at the Hotel Biltmore. More than 
1,000 invitations were issued for this revue and 
excellent results were reported from this innova- 
tion. The show was characterized as missionary 
work to learn if the merchandise now worn at 
Palm Beach and in the East during the later 
months is suitable to the needs of those on the 
coast, or whether the people of the West require 
an additional line. 


A fashion show of Palm Beach and southern re- 
sort wear was recently staged by the Strawbridge 
& Clothier Company, of Philadelphia, at the Fox 
Theatre in conjunction with the regular bill. Un- 
usually attractive settings for the presentations 
were designed by the display department, of which 
Jerome H. Koerber is director. Separate scenes 
were created to bring out the best points of the 
bathing togs and the morning, afternoon and 
evening costumes. 
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Southern Wearables Displays: Top Left and Right by J. E. Tannehill, Carson, Pirie & Scott Co., Chicago; Center 

Upper Left and Bottom Right by W. L. Stensgaard, C. W.Klemm, Inc., Bloomington, Ill.; Center Upper Right by 

J. R. Patton, L. S. Ayers & Co., Indianapolis, Ind.; Center Lower Left and Right by A. H. Kagey, Mandel Bros., 
Chicago; Bottom Left by A. V. Fraser, Marshall Field & Co., Chicago. 
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Three Important Display Points 


Most important factors necessary for the successful operation 
of a display department outlined 


By W. L. STENSGAARD 
Display Manager, C. W.:Klemm, Inc., Bloomington, 1Il, 


HAT may be considered the most important 
points necessary for a successful display 
department, is a question often asked by 
both displaymen and merchants. Although 

there are many points that have been found of extreme 
value by various displaymen, there are three factors 
which must be included in any list, after first taking 
into consideration the fact that the department is 
manned by the proper personnel. These points are 
proper equipment, emotional appeal, and showing the 
right merchandise at the most opportune time. 

There is no doubt that without the proper equip- 
ment any displayman is truly handicapped in whatever 
results he man endeavor to gain for his firm. Just as 
a cabinet maker trying to-build a finished piece of fur- 
niture with only a hammer and say, so is a'displayman 
trying to create an appealing display with proper-equip- 
ment. 

What constitutes proper equipment depends almost 
entirely upon the style of front, the class of trade the 
store caters to, and the general impression desired for 
the front to lend the store itself. However, generally 
speaking, such fundamentals as good lighting and dis- 
play fixtures in proper quantity and equal in character 
to the merchandise being shown, are absolutely neces- 


sary. Seasonable settings to add atmosphere and color 
to the displays, and good floors, are extremely essential. 

No particular kind of treatment is recommended for 
the floor, but one to conform with the display is a most 
important factor. The display window floor is seen as 
much as any other part of the display, and has a direct 
influence on the setting. It should, therefore, be given 
careful thought and treatment. 

Under the heading of proper equipment would also 
come the proper kind of a workroom, outfitted with 
such equipment as the display manager in charge is 
capable of putting to use efficiently. Sometimes certain 
equipment is a dead expense rather than an essential, as 
it is well known that in certain display departments it 
has cost these stores a great deal more to produce their 
setings, show cards, etc., than it would have to purchase 
them from some firm specializing in that business. 

None of these necessities can be had without the 
necessary funds, therefore the appropriation for this 
department should be as much as the business can justly 
stand, provided it is properly expended, which is for 
the merchant to judge by the results gained through 
good displays. As there is positively no denying that 
money properly expended in the creation of good dis- 
plays will be certain to reap results, then it is also to 








Prise-Winning Display of Satin Francais Silk by R. H. McKnight for Rankin’s, Santa Ana, Calif., Demonstrating 


Increased Interest of Display Through Use of Emotional Appeal. 


February, 1925 
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be expected that as much money properly expended as 
a firm’s business would justify would reap even greater 
results than merely enough to get along on would. 
Therefore, the appropriation to the display department 
should be given first consideration. 


Emotional appeal is one of the greatest assets 
toward the creation. of sales through glass. To appeal 
to the emotional instinct of human beings is a neces- 
sity in the making of sales. Whether it is done by ex- 
treme refinement of display, the use of colors, the use 
of motion or the use of something most unusual, makes 
no difference if the appeal being put forth is in keeping 
with the store’s policy and the merchandise shown. 

To add the emotional appeal to a display is very 
easy, as most every article offers such possibilities, 
either in its style appeal, its comfort appeal or its appeal 
to leisure and luxury. By the use of one’s imaginative 
powers, ideas that will help sell may be incorporated 
into any displays of merchandise. It is well to keep in 
mind that the greater percentage of buying power is 
done or influenced by women, so the appeal should be 
generally stronger toward the feminine sex. 

It is necessary, then, for the display department ap- 
propriation to cover more things than merely Spring, 
Fall and Christmas openings. To properly merchan- 
dise a front it is necessary to add these little touches 
throughout each display, and they will be found the 
most wonderful means of, attracting business, besides 
doubling the value of the store front in a very short 
period of time. 


Display of Spuntex Hosiery by Mr. Stensgaard Showing Ease 
Added to Setting. 


with Which Emotional Appeal Can Be 







The right merchandise displayed at the opportune 
time is the third of these three important points. This 
requires careful study by the display manager of the 
community buying public, its activities,:and of all sea- 
sonable selling opportunities. It requires co-operation 
with the department managers and the store manage- 
ment. [very department manager usually is anxious 
to have his or her merchandise in the display windows, 
but at times these wants for space conflict, and at many 
times space is used to accommodate a department head 
with a result in loss of business. 

. Broad-minded co-operation is most essential, and at 
times unusual tact on the part of the display manager 
is neces:ary sO that the front will yield its maximum 
results, and yet the goodwill so necessary ‘between all 
departments and the display department may not be dis- 
turbed. Through such co-operation great things are 
sure to be accomplished for the store through the dis- 


play windows. 


ALTOONA TO HAVE SPRING STYLE WEEK 

The annual spring style show for the stores at Altoona, 
Pa., will start on Tuesday evening, March.10, and con- 
tinue for the balance of the week. The evént will be fea- 
tured by an “evening open,” all stores to participate in re- 
maining open from 7 to 9 p.m. This will be in addition 
to the special window displays which have been the feature 
of the opening evening for the past years. 

No-sales will be made on this occasion, the stores being 
open only for inspection. The Altoona Booster Associa- 
tion is: sponsoring. the event. 






































16 THE DISPLAY WORLD 


February, 1925 


Color Lighting Has Universal Appeal 


Proper use will enhance value of window and bring it up to point 
of appeal never before thought possible 


By D. J. FINN 
Edison Lamp Works, Harrison, N. J. 


OMEONE once said, “A new-born babe first 
opens its eyes to behold the lovelight in 
its mother’s eyes, then the sunlight of the 
great outdoors.” To which we might ap- 
propriately add that later when the child is more ma- 
tire it is able to observe more closely the lighting of 
the great outdoors and the wonderous beauties of na- 
ture’s paintings. Tints and various shades, as well as 
an array of allied colors, blended into gorgeous sun- 
sets, such as no artist’s brush is capable of reproducing, 
are always before his eyes. 

It is possible for him to run the entire gamut of 
nature’s colorings, viewing them sometimes with bud- 
ding spring and its characteristic appeal of many varied 
hues as a background, and on other occasions cold 
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Accessories Most Commonly Used to 


austere winter with its mantle of white, glistening snow 
furnishing the setting. All these color combinations 
and settings have an influence on man’s inner self and 
cause him to associate certain colors with particular 
moods and feelings. 

The unique selectivity and splendid application of 
color as employed by nature in depicting her painting 
can surely not be the work of chance or luck, but 
rather the result of a careful, well-thought-out color 
plan by the Master Painter. One cannot fail to note 
that nature has followed a well-defined color scheme 
in bringing about the effects she desires to produce 
upon our moods and thoughts. Very few, if any, of 
nature’s pictures found in the rough are repulsive, but 
as a rule are inviting and appealing to the sense of 
sight and conducive to the pleasing memories and asso- 
ciations. 

This, in a meager way, explains the reason why one 


Produce Color Effects in Window Displays 





unconsciously receives such enjoyment when viewing 
scenes rich in nature’s abundant and lavish colors. 
In a similar way one experiences the same thrills and 
pleasures when he finds color properly used, whether 
it be on the canvass, screen, or in the show window. 

Many living under color’s subtle influences for so 
many ages has unconsciously developed color senses. 
With some colors he immediately associates certain 
moods or characteristics. For instance, when the 
average person’s eye views the color red, his mind 
immediately conjures up and thinks of and associates 
it with blood, and from this he couples it with health, 
tragedy, anger and many other attributes more or less 
allied to the qualities. 

Red symbolizes fire, heat, war, cruelty, hatred, as 





well as power and destruction. The latter significations 
may share the responsibility for the universal ac- 
ceptance of red as a danger signal. Some of the emo- 
tions, such as anger, are accompanied by visible effects 
of blood, which have given rise to definite significations 
of red. In its simpler offices red is emblematic of love 
and truth, as well as health and beauty. Redness is 
indicative of the ardent passion, as a blush of love, and 
also bashfulness and shame. 

Green, one of the other major colors found in 
abundance in all of nature’s paintings, signifies youth 
and vigor, perhaps through the association of green 
with the spring of the year. It also has been used to 
express hope and is symbolical of solitude and peace. 
As compared with other-colors of the spectrum, it is 
relatively neutral, and in some of its symbolic uses it 
appears to be the result of the prominence of this 
characteristic. Of course, green is also indicative of 





Fi 


ck 
it: 
as 
th 
ar 


vi 
a 


Wi 
dt 
las 
fo 
co 
pl 
lig 


ta 





“t bebe © UO 


Oo 


DOD = DD ete OD mw 


——  ——— lo — w (FH YW Ww 


“=~ we or we . 

















































THE 





February, 1925 








cheerfulness, plenty, life and immortality, and through 
its association with the spring of life, it is widely used 
as a symbol of inexperience. It is also used to suggest 
the great outdoors, the forest, the water, truth, rest 
and tranquility. 


And thus we could go on through the entire spect- 
rum recalling to mind the many associations and last- 
ing impressions that different colors have made upon 
one’s mind and imagination. 


From the story of man’s growth and the develop- 
ment of a color sense, the displayman can learn many 
a lesson—a lesson that can be very appropriately used 
every day to enhance his window display and make it 
more attractive and compelling to the window shopper. 
To the far-sighted window displayman it carries a mes- 
sage possibly not considered heretofore. It tells the 
story of a medium which he has at his disposal and 
which will work for him, unknown to the observer, 
but always in such a way that it puts across the idea 
so forcefully, quietly and unostentatiously that the 
viewer can react in only one way, namely by becoming 
a purchaser. 


When one uses this very delicate and impressive 
way of ‘displaying merchandise, one must exercise un- 
due care. Not always is it possible to use some particu- 
lar color, just because it has a human desire appeal, 
for it may be found upon close examination that the 
color or nature of the particular fabrics or goods dis- 
played when viewed under the contemplated color of 
light will not tend to make a harmonious whole. When 
choosing the predominant color for the display this 
table may be found helpful: 


Actual Color Apparent Color 

Color of Light of Objects of Objects 

Red Black Purple-Black 

Red White Red 

Red Red Redder 

Red Orange Redder Orange 

Red Yellow Orange 

Red Dark Green Red-Black 

Red Light Green Reddish-Gray 

Red Light Blue Violet 

Red Violet Purple 

Amber Black Brown-Black 

Amber White Amber 

Amber Orange Yellow Orange 

Amber Red Dark Orange 

Amber Yellow Light Amber 

Amber Green Brown-Green 

Amber Dark Blue Gray 

Amber Light Blue Light Gray 

Amber Violet Maroon 

Green Black Greenish-Brown 

Green White Green 

Green Green More Brilliant 

Green Red Brown 

Green Orange Yellow 

Green Indigo Dull Green 

Green Violet Bluish Green-Brown 

Blue Black Blue Black 

Blue White Blue 

Blue Blue More Vivid 

Blue. Red: Violet 

Blue Orange Brown 

Blue Yellow- Green 

Blue Green Bluish Green 

Blue Indigo Dark Blue Indigo 

Blue Violet Dark Blue Violet 


DISPLAY WORLD 





17 





By coordinating this chart with a closer study of 
the moods and feelings of mankind as expressed by 
certain colors, one will be able to bring about results 
in his show window display that will increase its value 
manifold. 


From this chart it can be easily seen and appre- 
ciated why it is that some objects look so good under 
one color and likewise so disreputable under others. 


A complete mastery of fundamentals such as these 
is not an impossible task, but one which only requires 
a little thought on the part of the merchant. It will 
be an effort well repaid, however, in that his windows 
will come to be recognized as the outstanding ones of 
the community, and those which the others will tend 
to pattern after. Over and above all this, it will mean 
that his windows will take on a greater value. The 
truth of such a statement as this has been borne out 
wherever a test has been run. 


In the final analysis, the show window is intended 
for one main purpose, and that is to display the mer- 
chandise in such a manner that it will create a buying 
impulse on the part of the window shopper. Many 
agencies are employed to bring this state of affairs 
about, many studied layouts are made, expensive win- 
dow trimmers are employed, good show window light- 
ing are used, and many other means too numerous to 
mention. Now comes the medium of color, with its uni- 
versal appeal to all, the proper use of which can be 
made to enhance the value of the window and bring it 
up to the point of appeal never before thought possible. 


It is not always an easy matter to obtain color 
effects such as we would desire from accessories that 
might be available in the average store. Such acces- 
sories are generally limited to paint, colored papers or 
colored cloth, all of which would be a rather inefficient 
and inadequate way of expressing colored lighting. 
Recourse, then, must be made to either the use of a 
colored gelatin screen or colored caps. The accompany- 
ing cut shows the accessories most commonly used to 
produce color effects in the window. 


Once the merchant has in his possession either the 
color caps or the gelatin screens he should not make 
the glaring mistake that so many do—that is, employ 
color in the window continuously. Some one once said, 
“Variety is the spice of life,” and nowhere does it hold 
more true than in regard to colored show window light- 
ing. An effort should be made to vary the use of color 
with clear light, in this way duplicating as nearly as 
possible the scheme worked out by nature. 


The merchant and window displayman has opened 
to him in color lighting a field that will give a return 
many times greater than the efforts he places upon it. 
Opportunity in the guise of color lighting knocks at 
your door; are you going to heed its call, or let it pass 
on to your competitor? 
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Displays Supplied That Dealers Use 


Surprising results obtained by lighting manufacturer when principal — 
reasons for waste of displays is overcome 


By A. W. BOYER 


Assistant Advertising Manager, Coleman Lamp Co., Wichita, Kansas 


N an article entitled ‘Wastes,’ which ap- 

peared in a recent issue of the Hardware 

Retailer, Charles Henry Mackintosh, past 

president of the Associated Advertising 

Clubs of the World, gives the result of an investigaton 

as to why dealers do not use window trims furnished 

them by manufacturers. Mr. Mackintosh has put in con- 

crete form what most any manufacturer, who furnishes 

his dealers with window display material, could easily 

find out by a simple check of his dealer sales records, 
if such records are kept. 

Some of the principle reasons for the waste of win- 
dow displays as given in the above mentioned article 
are: (1) Displays too large. (2) Dealers don’t handle 
items for which displays are sent or have such a small 
stock that they are not willing to give items valuable 
display space. (3) Displays received out of season. 
(4) Display sent to dealer without notifying him they 
were coming. 

Without patting ourselves on the back at all, it is 
interesting to note that in checking up these results 
with our own methods, the Coleman Lamp Company 
has anticipated these very things in furnishing window 
trims to its dealers. Of course, we don’t claim a 100 
per cent use of the displays we furnish, but we believe 
we can safely claim a minimum of waste and that 
practically every display sent out is used at least once. 

There is one display furnished to dealers that has 
almost a 100 per cent record. This is what we call our 
Merchant’s Power Display Wheel, and which is illus- 
trated in a window trim in this article. This is simply 
a small, strongly made box which has built in it a small 
electric motor with the necessary pulleys and a shaft 
arm. 

When set up, a lighted Quick-Lite Lamp is attached 
to this arm and turned over and over. It makes a re- 
volving display that is suited for a window, counter 
or center aisle table trim, and is sure to stop the 
passer-by or customer and stimulate a lot of interest. 
It displays the lamp’s brilliance and safety and is an 
attention-getter and sales-maker. 

But every dealer that gets one of these displays, 
asks for it first. And then he must have the required 
number of Quick-Lite Lamps and Lanterns in stock or 
on order, or have a Quick-Lite sales- record that will 
justify his having the use of the wheel at least once 
during the year. 

Every dealer that places an.order for twelve or more 
Quick-Lites is entitled to this sales service and the offer 


of this display is made to him. If he wants it, he is 
asked to express a date preference. These wheels are 
then routed with the dealers on each wheel route as 
closely located as it is posible to get them. When a 
wheel route is finally made up, the dealer is notified 
when it will be possible to furnish him the display 
wheel, which may or may not be on the date of his 
original request. It he cannot use it on the date of- 
fered, he is left off the route and an effort made to 





Above—Closeup of Merchant’s Power Display Wheel 

Showing Lamp in Motion. Below—Same Display in 

Dealer's Window. This Display Has Almost a 100 
Percent Record for Use 


accommodate him with the wheel later or with other 
displays which are mentioned in this article. 

Each dealer is allowed a wheel for one week. 
Many dealers write in every year and request a repeat 
use. The popularity of these revolving displays is at- 
tested by the fact that we have just completed the 
fourth year of this display service to dealers and the 
number of wheels has been increased from year to 
year. They are kept traveling about the country al- 
most continually during the year, but the heaviest 
season of use is in the fall and winter when there are 
the most sales of Coleman Quick-Lite Lamps and 
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and Tonight X Ray Reflectors 


d i , d f EVERLASTING BSRILLIANCY 
and tomorrow night—and for “Re : ear : ys oy 
all nights hereafter, many a Standard for Show Windows 
display man takes pride in 

the use of X-Ray Color-Ray 


Equipment . 


On Many Streets 


in many cities and towns 
more people are stopping to 
look in the windows that are 
lighted in color. 


X-Ray Color-Ray 


in your show windows will 
double their pulling power; 
will show off your displays 
better; will attract more peo- 
ple; will sell more goods! 


Bigger Business 


is sure to result from this 
common-sense advice. You 
display men. don’t have to be 
told what color will do. You 
know its power. Use it! 


Curtis Lighting 


Incorporated 
1114 W. Jackson Blvd. 
CHICAGO 


31 W. Forty-Sixth Street 
New York 


3113 W. Sixth Street 
Los Angeles 


At the right—A “Jove” 
X-Ray Reflector with Col- 
or-Ray, No. 66, attached 
ready for use. Color-Ray 
is made for either “‘Jove’’ 
or“‘Jupiter” X-Ray Reflec- 
tors. Ask for information. 
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Lanterns. Nearly 2,500 retail merchants used these 
Power Display wheels during the year just closed. 


This display wheel proposition is not so much a 
sales promotion idea with us as it is a publicity scheme 
to help the dealer establish in the minds of his cus- 
tomers the fact that his store is Quick-Lite head- 
quarters. It isn’t a hard and fast ruling that he have 
a certain definite number of lamps and lanterns in 
stock or on order, but if he doesn’t have, his* Quick- 
Lite sales record must show that he is entitled to the 
use of the wheel for one week. 


Another and a newer display that has met with pop- 
ular favor among Coleman dealers is what we refer to 
as our “three panel card and pedestals.” The card, 
when open, features 31 inches high and 48 inches wide, 
and is beautifully lithographed in five colors. With 
this card go two pedestals 9% inches high with.a 9-inch 
square base and a 71-inch square top, the opening of 
which is covered by an 8-inch diameter cardboard disc 
to form a base on which to place lighted Quick-Lites. 
Extra pedestals are frequently furnished with the 
“Brighter Home” service as an aid in fixing up attrac- 
tive displays. ; 

As on the “Brighter Home” folders, the pictures 
used to illustrate this card and pedestals are the same 
as those used in the advertisements of our national 
campaign. So this display, simply set in the window 
by itself, with two or more Quick-Lites, makes a 
mighty effective tie-up with our national advertising 
program. It helps the dealer to sign his name to our 
year-round campaign and helps to establish in the minds 
of his customers the fact that it is at his store they can 
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get the Quick-Lite lamps and lanterms they have seen 
advertised in their favorite magazine§,.. 

This display is also furnished onlgon request, and 
as a requisite the dealer must have the specified number 
of Quick-Lites in stock er on order. It will be readily 
appreciated that with such a display as this it is quite 
essential that the dealer have a number of lamps or 
lanterns on hand in order to fix up and make proper 
use of the large window card and pedestals. 

In all of these displays every effort is made to tie 
up with our national advertising program—to make 
them the connecting link between the dealer and his 
customer. It is the Quick-Lite advertisements that the 
dealer’s customer reads that sell him on the idea of 
more light and better light. It is the advertisements 
that tell him why he should have a Quick-Lite. It is 
the idea of these displays to lead the customer logically 
from the advertisements into the dealer’s store. It is 
the idea of the dealer displays to show the customer 
where he can get the Quick-Lite about which he has 
been reading. 

Of course not all of these displays are furnished 
to any one dealer at any one time. But the dealer has 
his option as he is the best judge as to what he can 
use to best advantage. Mlaybe he doesn’t have the 
window for the large panel card and pedestal. He can 
then have the “Brighter Home” folder mailing service. 
So whatever, his location or his local conditions, he 
can always use to advantage some one of the three 
Coleman displays. 

We keep a sales and advertising service card record 
on every dealer. And the service furnished him de- 

(Continued on page 61) 





a) @leman Mantles 


“Three Panel Cards and Pedestals’ Display Showing Coleman Lamps and Lanterns Furnished on Request with 


“Brighter Home” Mailing Service as Tie-up with National Advertising. 
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Hardware Displays Showing Progress 


Advance noticeable beyond a few years ago, when windows could be - 
likened to those of the average pawnshop 


By R. H. HELLER 


Supervisor of Displays, Winchester Repeating Arms Co., New Haven, Conn. 


T was not so many years ago when the 
average hardware window display resem- 
bled that of the average pawnshop. In 
fact, the only distinguishing features were 

the absence of jewelry in the hardware store and the 
presence of more dust. This, fortunately, is largely a 
thing of the past. Nearly all retail hardware dealers 
realize the value of good window displays, and are 
doing their best to make the most of them. 

To be sure, the small retail hardware dealer is 
greatly handicapped by lack of display accessories, lack 
of knowledge and a small appropriation for this pur- 
pose. However, even with the facilities available, the 
small hardware dealer frequently produces displays 
which are truly very effective. 

What has been the reason for the wonderful im- 
provement in this direction? There are probably sev- 
eral reasons, the most important of which are the fol- 
lowing : 

1. Improved methods of store arrangement and 
consequent ease in handling stock. 

2. Window display contests by national advertisers 
and other organizations. 

3. Educational methods used by large display ad- 
vertisers. 

4. The increasing of modern store fronts and im- 
provements in store front construction and illumination. 

5. Increase in educational facilities for the retail 
displayman by means of trade papers, display maga- 
zines, etc. 

It may be asked in what way do improved methods 
of store arangement seem to have improved display 
methods? In the first place, orderly hardware store 
arrangement is largely a matter of display. Whether 
it is in the store or in the window, similar results are 
desired. Besides this, a complete store arrangement 
plan for the retail hardware dealer takes into consider- 
ation plans for a suitable place where the displayman 
can store display material and prepare his window dis- 
plays. In the last few years the store equipment sec- 
tion of the Winchester Repeating Arms Company’s 
Sales Service Department has provided hundreds of 
complete store plans for Winchester agency dealers, in 
the majority of which a very thorough plan for a store 
window display workroom was indicated. It is pecu- 
liarly significant, also, that these dealers for whom 
service of this kind was rendered are those who most 
frequently furnish to the trade papers photographs of 
high-grade hardware window displays which they have 





In some cases, no doubt, the hardware store display- 
man has been ahead of his employer in appreciating the 
value of window display. Stimulated by the possibility 
of prizes to be won in display contests, and enthusiastic 
in working out various display ideas, he has frequently, 
by his own efforts, created an identity for his store 
which is later appreciated and capitalized by his em- 
ployer. 

National advertisers are learning more what is 
needed by the average hardware displayman. Displays 
are constructed which really make sales. Also, more 
thought is used in methods of distributing displays. 
The dealer is sold on the value of the display he is to 
receive, and is given many suggestions on how to best 
use it. The result is a higher percentage of use of the 
display material and a much larger percentage of good 
displays. 

The influence of a modern store front on the win- 
dow displays of a hardware store is always beneficial. 
Poor displays contrast so unfavorably with a new front 
that in nearly every case the window displays immedi- 
ately improve after the new front is installed. 

Too much cannot be said of the value of a display 
magazine for the retail dealer’s displayman. From it 
he gets ideas which he can adapt to his own particular 
show window. From it he learns where he can pur- 
chase necessary supplies. Best of all, he gets from the 
articles in it inspiration and enthusiasm to continue his 
work even in spite of the hampering difficulties of a 
small store. 

The coming hardware store—and in many towns it 
has already arrived—is one in which the window will 
have a prominent place. Inside the store, permanent 
displays of the store’s stock will aid the shopper to 
make his selection. Other displays of a seasonal 
nature inside the store will help to increase safes. In 
a suitable place in the store the displayman will be given 
a workroom in which he can store his display acces- 
sories and plan his coming displays. 

The modern hardware store front will feature the 
best possible show windows with the best possible illu- 
mination by day or night. , In them will be shown the 
kind of displays that sell goods; displays that tie up 
with other forms of the store’s advertising and which 
are governed by a definite store advertising appropria- 
tion. The progress of hardware store window display 
is an index of the improvement of retail hardware 
methods, and in its future growth will be found the 
increasing prosperity of the hardware dealer. 
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Who They Are and What They Say | 


No. 14—W. R. HARRE, Tampa, Florida 

















ERHAPS his aversion to the spotlight 

of publicity has had something to do 

with the rather meager display record 

of W. R. Harre, as revealed through a 
review of those instruments and archives sup- 
pgsedly complete on matters of display accomplish- 
ments. Or it may be that Mr. Harre in his accom- 
plished and important duties as director of some 
of the most important dis- 
play departments over the 
country has had little time to 
contribute for record any data 
other than that gained through 
the general recognition of 
his ability as one of the fore- 
most displaymen of America. 

Visitors to the store of 
Maas Brothers, Tampa, Fila., 
have frequently marveled at 
the ingenious creations of 
Mr. Harre, and his unusual 
skill in the art of presenting 
color harmonies has seldom 
been equalled in display 
work. He has several pro- 
nounced ideas concerning 
display conception and exe- 
cution, and the results he 
has obtained indicate their 
value beyond question of 
doubt. 

Reference to his display 
and artistic skill is but repe- 
tition of what has been said 
and printed times without 
numbers. His displays are marvels of simplicity, 
power and beauty, and each one evidences the 
creative, inventive genius of the man. If there is 
any outstanding point in his work it is that of 
knowing how to pose a figure in the proper way 
to conform with the display. This is extremely 
noticeable in his work, for few of the leading arti- 
sans are so proficient in this. This ability is per- 
haps caused by a strict following of his own motto 
that “it is the little things well done that count 
much for one’s ultimate success. 

Mr. Harre has had twenty-three years’ experi- 
ence in display work, with practical training under 
some of the best displaymen the industry has ever 








W. R. Harre, . 
Display Manager, Maas Bros., Tampa, Fla. 


known. His start was as assistant to Bert A. Lan- 
ders, then display manager for Younker Brothers, 
Des Moines, lowa. To him Mr. Harre credits most 
of his success, for in those days Mr. Landers was 
considered one of the cleverest trimmers in the 
business. From Des Moines he went to Chicago, 
working under the direction of several of the best 
artists on State Street, long famous for its attrac- 
tive window displays. 
Indianapolis, St. Louis, 
Kansas City, Dallas and 
Oklahoma City next, in or- 
der named, claimed him as 
a citizen. Three and one- 
half years ago, Mr. Harre 
became associated with 
Maas Brothers, and it is 
there that, through the co- 
operation of this organiza- 
tion in furnishing the best 
equipment obtainable and in 
doing everything possible 
for the betterment of their 
displays, he has made his 
greatest strides up the lad- 
der of success. In speaking 
of the need for such co- 
operation, Mr. Harre said: 
“To get the best out of 
window displays they must 
be planned in advance, and 
they must be planned not by 
the display manager alone, 
but the department heads 
should co-operate in order 
to get the most efficient results. The displayman 
must know, not have an idea of, the plans of the 
various department heads in ample time to give 
sufficient thought to the planning of the displays. 


“There are heads of important departments 
even today who have the old “fogy” idea that a 
window display is complete when the windows are 
jammed as full of merchandise as possbile. These 
people, of course, are as far behind the times as the 
man who wears rubber collars or congress shoes. 
To educate these persons and to secure their utmost 
faith in proper display is one of the necessary 
duties of the display manager.” 
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I. A. D. M. Convention Exhibit Plans 


Vast display exposition planned for St. Louis convention at 
Hotel Chase, June | 5-18, to surpass predecessors 


OMPLETE in every detail and with the 

greatest consideration given to require- 

ments of exhibitors, are the plans just 

made public for the manufacturers’ ex- 
hibit at the forthcoming convention of the International 
Association of Display Men, to be held at the Hotel 
Chase, St. Louis, June 15 to 18. B. A. Rainwater, 
convention director, says: “The greatest interest has 
been given to a pleasing and successful arrangement of 
spacing, and our efforts are going to continue in doing 
everything that will be of greatest value to every ex- 
hibitor and the convention at large.” 

Great attention has been given to every incident 
necessary for a successful display exposition, and as a 
result the vast display is promised to surpass all prede- 
cessors. All of the exhibits will have refined, select 











surroundings, as the interior of the hotel is classic in 
architecture and refined in neutral color tones. All 
floors are carpeted or marble, as shown on the diagram 
reproduced herewith. 

Space has been provided for seventy-nine exhib- 
itors, ranging-in cost from $300.00 to $75.00 per booth. 
As all the leading manufacturers of display equipment, 
fixtures and decoratives should display their products 
at this great convention, it is urged that space reserva- 
tions be made at once. Address all communications 
regarding booth space to H. H. Tarrasch, care Stix, 
Baer & Fuller, St. Louis, Mo. 

The tremendous interest in this year’s exhibition was 
forcibly proven by the fact that within three days after 
the first announcement was made to prospective exhibi- 
tors fully two-thirds of the available space was reserved. 
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Pageantry New Display Climax 


Wonderful opportunity for publicity offered national advertiser in 
annual Atlantic City pageant—400,000 persons saw parade of 1924 


By K. S. WOLFF 


Atlantic City Decorating Company, Atlantic City, N. J. 


ATIONAL advertisers are constantly pay- 
ing high prices for ingenious methods of 
attracting the public eye, yet, much of the 
effectiveness is lost in the larger cities to 

the average individual who is busy getting himself, or 
herself, to business and back again. 

All over the world, Atlantic City is connected with 
one thought—“Play.” People only come here for play 
and recreation, and their minds are absolutely at ease. 
It is logical that at such a time anyone is more open or 
susceptible to curiosity than when many other matters 
occupy the attention. 

Atlantic City, with its millions of visitors yearly, is 
an ideal spot to let people know what your business is 
and what it stands for? The Rolling Chair Parade of 
the annual Atlantic City Pageant is a new climax in 
the advertising field. More than 400,000 persons wit- 
nessed the parade of 1924, of which approximately 
340,000 were: from outside the city. This proves a 
powerful opportunity for the advertisers, small or 
large, to present themselves for public approval in an 
impressive way at a very little cost, by entering a chair 
or float in the 1925 Rolling Chair Parade of the At- 
lantic City Pageant. 

With this thought in mind—the opportunity for the 





retail merchant, or the national advertiser—it can be 
seen what tremendous possibilities arise for the display- 
man who can devote some of his time to the decoration 
of floats or chairs of this character for parades or 
pageants in connection with some local event. There 
are very few artificial flower manufacturers, who will 
not cooperate to a great extent in making such affairs 
successful. As a matter of fact, most of them issue 
booklets containing’ ideas for such events. 
issue books on flcral parades, alone. 

Of course, Atlantic City is distinctive in its Rolling 
Chair Parade, because it has been conducted here longer 
than in any other section of the country. However, 
Florida and California resorts, and some in other sec- 
tions of the country have taken up the subject, and 
each year finds some exceptional efforts put forth in 
behalf of decorated chairs, many of which are utilized 
by advertisers. 

The average displayman has the ability to decorate 
and prepare attractive rolling chairs or floats for any 
pageant or parade. It is fitting that he should com- 
bine some of this ability with the ideas of the adver- 
tiser in presenting the public of his community with 
something attractive and resultful, for floats of this 
character long linger in the minds of the people. It is 
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Float Entered in Atlantic City Pageant by Chelsea National Bank. Observe How This Entry is Attracting the 


Spectators’ Attention. 
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the kind of impression-advertising that keeps the name, 
at least, in the eye of the public. 

Accompanying this article are several photographs 
showing some of my efforts in behalf of the 1924 





Attractive Entry in Rolling Chair Parade Advertising 
Curlox Hair Nets. Decorated by Mr. Wolff. 


Rolling Chair Parade at Atlantic City. The rolling 
chair advertising Curlox hair nets, for instance, proved 
very attractive. The color scheme was in black and 
white. The chair was covered with white excelle 
flower sheeting, and decorated with white and black 
foxtails. Black and white bows were used on the sides 
of the chair, with a circular white sign, with black let- 
tering on the back of the float. 

The float advertising the Chelsea National Bank 
was 8 by 10 in size, decorated with white excelle 
flower sheeting and touched off with artificial flowers, 
palms and ferns. The reproduction of the bank check 
was 6 by 4, the copy, with Old English style lettering, 
reading “Pay to the Order of Success Thrift 
Dollars————Savings..”’ 

The rolling chair containing “Miss Sioux City,” one 
of the contestants in the annual national beauty con- 
test was decorated in a color scheme of maroon and 
gold, with natural Uvas and oak branches. The en- 
twining of the leaves and branches was done effectively, 
so the chair presented the atmosphere of the city repre- 
sented. 

A study of these chairs, and floats, I believe, will 
inspire almost any national advertiser, or merchant, 
to participate in another Atlantic City pageant, and will 
give displaymen an idea that may bear fruit in their 
own communities during the forthcoming spring and 
summer season. 
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The Advertising Value 
of Show Cards 


is brought out in SIGNS OF THE TIMES 


each and every month. 


Take a look at the contents of the February 
issue, for instance, which carries among others 
the following exclusive features: 


Show Cards Should Be Subservient to Displays, Says 
English Card Writer. By Wm. E. Fielding. 
Each Form in Layout Arrangement Must Bear Rela- 

tionship to Other Shapes. By Stanley G Breneiser. 
Process Displays Fill Needs of the Smaller Buyer. 
By Charles A. Thien. 
Art and Letters Play Important Role in Shadowland’s 
Program of Publicity. By G. B. Spurgeon. 
Giving Large Lettering a Gray Effect for Contrast 
Without Blackness. By Carl Lars Svensen. 
Let’s Make Genuine Effort to Improve Show Cards. 
By Benjamin J. Marshall. 

At What Point May Boldness of Display Become a 
Fault in Show Cards. By H. C. Martin. 

Giving Air Brush Designs Added Attractiveness. 

Systematic Studio Spells Speed for Store Card 
Writers. By Lou Gardner. 

Can Letterers Become True Masters of the Art With- 
out Natural Ability? By Abe Einson. 

Chart Your Past Year’s Business—A Surprise May 
Await You. 

Decorative Sign Ornaments. By J. N. Halsted. 

Buckeye-Mid-West Conference of Sign Craft at 
Columbus, Feb. 21 and 22. 

February Price Quotation Study. 


Fine Programs Attract Members to So. California 
Craft Meetings. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publisher of Standard Books on Show Card Writing, 
Lettering and Art 


February, 1925. 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. 
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~ Chicago Monthly Display Review 


Silk dress materials of all fabrics and colors shown in State Street 
windows—Clearance sales held for all departments 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


INDOWS at Fields, Carsons, Stevens 
and Mandel’s opened the month of Feb- 
ruary with strong displays of silk dress 





materials, featuring light and heavy 
crepes, crepe marquisettes, canton crepes, crepe 
failles, in plain shades, self patterns, large and 
small pattern designs, and some very fantastic 
“French novelty” patterns. 

All colors were shown and any of them seem to 
be all right, but there is quite a lot of red in the 
printed crepe novelty patterns. White, pink, green, 
blue, tan, beige, rust, brown, rose, Wedgewood 
blue, stone blue, marmora green, Nile green, navy 
and black are some of those shown. 

There are no more high shoes shown in the shop 
windows, nor anything that might even be termed 
a sensible winter oxford, but there are many smart- 
looking styles and varied combinations of leather, 
brocade and other stuffs in strap pumps. Here and 
there one may see a pump with black patent leather 
combined with gray at the top and gray silk tie. 

“Clearance Sales” are much in evidence along 
with the other displays. Wherever these apply to 
women’s wearing apparel the comparative prices 
show (or intend to show) deep cuts, and the gar- 
ments are ticketed. “February Sales” take in all 
kinds and classes of merchandise. New spring 
goods, winter goods, house furnishings, furniture, 
millinery, etc. 

The corner window at Marshall Field & Company, State 
and Washington Street, shows an interesting display of 
spring ensemble suits of silk material in two distinctive 
shades. The garments are all shown on wax models, and 
are well posed so that each suit can be viewed from either 
side of this window, thus showing front and back of each. 
Three of the five figures wear suits in tan shades, includ- 
ing beige while the other two are of medium light green 
with no other trimming than a very slight touch of gold 
braid or embroidery. The tan suits are trimmed with light 
furs at the collar or the hem. 

The twin window to this one, at State and Randolph, 
shows four wax figures wearing fur-trimmed spring coats 
in light shades. In the center of the window is a decora- 
tive table, upon which is draped a quilted auto robe cover- 
ing part of the table top and trailing down to the floor. 
An automobile vase of very pale green glass and a fancy 
smoking set attachment are neatly shown in connection 
with the robe on the table, thereby tacitly admitting that 
it is more or less stylish for women to smoke while riding 
to and from business or pleasure—as the case may be. 


Ten years ago this old chronicler of window display 
wrote an article for SIGNS OF THE TIMES in which 





the prophecy was made that “within a few years we would 
see the most conservative of BANKS using their show 
windows to tell the story of compound interest, and to 
sell thrift to the public, as other stores were using their 
windows to sell shirts and neckwear.” If I were going to 
make another forecast right now, it would probably be to 
the effect that we in Chicago will have the smoking cars 
back on the elevated trains on or before Easter, 1925. 

The next window, notwithstanding the intention to 
change the subject, bears a window card reading, “Women’s 
Skirt Section, Sixth Floor,” and displays some new style 
skirts which do not stop at the waist but continue up and 
over each shoulder, very similar in effect to extra width 
suspenders made of the same material as the skirt proper. 
Two garments are shown on forms. 

At Charles A. Stevens the entire island window, which 
is about fifty feet long, eight feet deep, and open all around, 
is given over to a. very excellent display of silks. Many 
strikingly bright colors are shown and grouped in unit 
arrangements, which bring two or three strong colors to- 
gether in vivid contrasts. Some of the groups are 
of solid shades, some combine novelty patterns with a 
solid base, and there are some which show different colors 
of the same pattern, which consists of wide panel design, 

Two small vestibule windows at the State Street en- 
trance of Mandel Brothers store were stopping lots of 
women to look at two attractive displays of silk night 
gowns in bright spring colors and bearing a rather small 
window card with nothing more on it than these figures: 
$8.95. 

As cold as it was, the writer watched the effect of it 
for about fifteen minutes About one in every five who 
stopped to look, took another look, then turned resolutely 
toward the door and went inside. Some of the others 
took a second look and then reluctantly went on by. Per- 
haps if all of those who looked had had as much as $8.95, 
the average would have been higher. 

The feature display of most any week’s window adver- 
tising and display at this store will, as a general rule, be 
found in the double front window at the corner of State 
and Madison streets. At this particular time, this space 
is devoted to a very effective presentation of new spring 
silks. The window card reads: “Exquisite Printed Silks 
Featuring the Advantageous 54-Inch Width.” 

Mr. Tannehill, display manager at Carson, Pirie, Scott 
& Company, has given special significance to their display 
of spring silk fabrics by using four of the large windows 
on State Street nearest the Madison Street corner entrance 
for this event. 

The windows are highly attractive at sight and very 
definitely convey the idea that there are new spring styles 
and patterns in silk dress materials. Enough drape has 
been accomplished to show what the fabric will do and tc 
give an adequate idea of the pattern—no more—no less. 
Cabinets, chairs, drape stands, table and chair units form 
the base of the displays. 

Two other windows in this section are interesting and 
appropriate to the general effect. 
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POP 


Genuine 
Cast Bronze 
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Everlastingly 
Beautiful 
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FREE SUGGESTIONS 


The only signs that need practically no attention 
and are guaranteed to last forever. 
One in each of your windows will add distinction 
and an atmosphere of “class” to your displays. 


Ask for 


catalogs, 


suggestions and 


Sketches and ideas are free, but mighty valuable. 
Positively no obligation. 


AGENTS AND DEALERS :—Inquire about our new selling proposition. 


NEWMAN MANUFACTURING CO. 


(43 Years Young) 





Pd 


estimates. 
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STORE DIRECTORIES 


Grooved boards with bronze or polished brass 
frames and glass doors, to receive several kinds of 
changeable (removable) letters. 

These boards may also be had with mahogany 
wood frames. Made in all sizes and fifty different 
styles. Come to headquarters for your store direc- 
tories. Write for our catalog and prices. 


No obligation. 


D+ 222226222222 b-e ee 





420 ELM ST., CINCINNATI, OHIO 
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for Better Window Display 
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Artificial Flowers 


Artificial Fruit 
Baskets 


Background Papers 


Borders 
Beaver Board 
Bilt-Wel Board 


Birch Bark Strips 


Card Holders 
Cardboard 


Chenille Roping 
Color Attachments 


Flood Lights 
Foot Lights 


Gelatine 
Glass Stands 
Glass Shelves 


Glass Heel Rests 


Grass Mats 


Metalline Draping 


Cloth 
Pedestals 
Papier Mache 

Novelties 
Price Tickets 
Plushes 
Reflectors 


Revolving Tables 


for 













NEW SUGGESTIONS AND IDEAS IN 


Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 
Velour Papers 
Vines 
Wood Carvings 
Wood and Metal 
Fixtures 


“BETTER WINDOW _ DISPLAYS” 


Send for Spring Literature Booklet No. 41, Samples 


Doty & Scrimgeour Sales Co., Inc. 


30 READE STREET 


NEW YORK 
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Make your appeal through color 


A WINDOW background in beautiful colors will 
get the attention of the passerby and will sell 
merchandise. 


Dennison’s Crepe Paper will furnish a striking 
trim at small cost. It comes in a wide range of colors. 


Let us send you free a copy of our book which 
shows you how to use crepe paper effectively. Clip 
the coupon. 


DENNISON’S, Dept. 46B 


Please send me a copy of your book, 
“Some Lessons in Window Decorating” 


Framingham, Mass. 
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A Pressing Necessity 


SERVICE 


for installation of 


| Window 
Displays 
for 


National 
Advertisers 


SERVICE in a large list of cities may now 
be had under one contract. 


SIGNED receipts. 

WEEKLY reports. 

ADVERTISERS relieved of detail work. 
DISPLAYS all go in. 

NO WASTE! 


Full Information 
on Request 





Window Display 
Installation Bureau 


42 Pickering Bldg., Main and 5th Sts., 


Cincinnati, Ohio 


GEORGE ALTMAN, CLYDE P. STEEN, 


President Secretary 
Cincinnati, Ohio 


Columbus, Ohio 
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Animated Displays Productive 


New revolving display by M. S. Keller Corporation 
proves value as sales creator 


Maurice S. Keller’s background as a successful retail 
merchant, who, in his younger days, operated a chain of 
haberdasheries in New York City, gave a representative 
of The DISPLAY WORLD some very interesting side- 
lights. on the advancement of effective window displays 
dating back from many years. He said: 

“In the year of 1869, when Broadway was compara- 
tively an unimportant street, the art of window display 
was entirely different from that of today. At that time 
the vogue was to dress the window with fixtures that 
were fastened to the ceiling and the merchant endeavored 





Maurice S. KELxeEr, 
Pres., M. S. Keller Corp., New York City. 


to use every conceivable foot in his window by cross rods, 
adjustable shelves and any means possible in fastening 
things in place. 

“In later years fixtures from the ceiling were supplanted 
by nickel fixtures built from the floor up, with the result 
of a little more artistic showings. Wooden fixtures soon 
followed and are yet in vogue. No matter what the fix- 
ture, there was, until recently, a tendency to pile stuff of 
every description in the windows. 

“The time has come in the evolution of the window dis- 
play for something beyond the mere changing of the fix- 
ture from ceiling to floor, from nickel to wood. The time 
has come when motion and animation is proving far more 
productive of results than still-life, and today we see many 
unique and novel figures in windows operated by electrical 
connections. None of these had proven any too successful 
uutil recently when an invention known as Perpatum, a 
non-electric revolving display whose rights are controlled 
by the Maurice S. Keller Corporation, was placed on the 
market. These displays are operated by means of a spring 
which is easily wound by hand and revolves steadily for 
fourteen hours. The appealing feature of Perpatum is 
that you can place it anywhere without the necessity of 
an outlet or electric connection for its operation. 

“It is a true saying that merchandise well bought is half 
sold. Then, surely, must be added, merchandise well dis- 
played will complete the sale. The animated window is the 
thought of today.” 
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Every spray has a 
perfect tip. 





Ask for samples 
and prices. 
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PREPARED OAK FOLIAGE THE KERVAN CO. 


Red, Green, Tan, Dark Brown 


Prepared Palm leaves, Prepared Cycas leaves, 119 West 28th St. 
Prepared Cocoanut leaves. Grass Mats, Uva } 
Grass, natural, green dyed, and metallic two- - NEW YORK 
tone colors. 
And many other items for decoration. Wholesale Jobbers Manufacturers 











THE DISPLAY WORLD SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 
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C) Counters and Shelving () Pageants and Exhibits (J) Signs and Card Holders [() Wood Carvings 


> : 

4 ; 
; 1 Air Brushes ] Crepe Papers CO) Papier Mache OC) Signs—Brass and % 
; [] Animated Signs (] Decalcomania Specialties Bronze 2 
{} Artificial Flowers C) Decorative Papers 1 Plaques (Window) 1) Signs—Electric 2 
, (1) Artificial Snow [} Display Furniture C) Plastic and Composi- (1) Signs—Wood Letter % 
% (LJ Art Screens [) Display Forms tion Pieces CJ Stencil Outfits 2 
p24 C) Art Studies C) Display Racks C) Plushes and Velours C) Stock Posters 2 
4 C) Backgrounds C) Dividers—Show (1) Price Cards and Tickets [) Store Designing % 
P24 C) Background Coverings Window (1) Price Ticket Holders (J Store Fronts P24 
% () Books on Cardwriting ([] Drawings and Paintings M Reflectors () Time Switches 3 
% [J Books on Display © Drawing Boards 1] Revolving Display 1) Valances % 
%  [} Books on Draping _] Exhibit Displays Tables 1 Wall Board $3 
$ C) Booths and Floats (1) Fabrics and Trimmings (|) Screens (Background) () Wax Forms and Figures 3 
%  () Brushes and Pens () Fixtures [] Shoes—Window [] Wickerware Specialties  % 
2 [] Cabinets—Revolving (1 Flags and Banners [] Show Cards _] Window Display Service 2 
2 C) Card & Mat Board CC) Hammers—Window (J Show Card Schools 1 Window Drapes p24 
, C) Card Writers’ Materials ™] Lamp Coloring C) Show Card Service C) Window Lighting bd 
2 C) Cash Carriers [] Lithographed Displays (J Show Card Supplies [) Window Shades % 
g (J Chairs and Seats | 1 Lighting and Equipment () Show Cases 1) Window Trimming P24 
2 1) Color Lighting ] Natural Foliage [) Show Case Lighting Schools % 
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0) DO YOU WISH A COPY OF THEIR CATALOG? : 
[1 DO YOU PLAN TO REMODEL YOUR STORE SOON? [()] DO YOU PLAN TO BUILD A STORE SOON? 
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Triple-Deck Windows Pay Big Profits 


Have been found particularly effective for evening displays— 











Make ideal settings for fashion shows and other revues 


By F. U. ARTHUR 


Director of Displays, Strain Bros., Inc., Great Falls, Mont. 


EDITOR’S NOTE.—Second floor display windows have 
long been considered good business-getters for certain lines 
of business, and some furniture and department stores oc- 
cupying narrow buildings have run the windows up 
two floors. However, the climax of all efforts along this 
line is recorded in the accompanying article and shows 
how triple-deck display windows have paid big returns in 
a western city. 


ECOND and even third floors of any build- 
ing occupied by a store doing more than 
an average business should contain display 


~ 





windows to bring maximum returns from 
the territory served. Such windows, if properly 
utilized will soon be widely discussed. Moreover, ‘they 
will attract passersby on the opposite side of the street. 
We have had many instances where persons have en- 
tered our store to inquire about some article of mer- 
chandise displayed in the third floor windows. 
Strain Brothers’ store is composed of two separate 
buildings, joined by the use of large double doors. A 
triple deck of display windows was placed in the newer 
of these building in 1915, at the time the building was 
completed. They were tested out and found to be 






particularly effective for evening displays, and that 
the larger pieces of furniture, draperies, rugs, luggage 
and ready-to-wear on forms made very attractive dis- 
plays. This same‘style front was duplicated in 1919 
in the corner of the older building, directly adjoining. 

The second or third story windows are known as 
the second and third deck of windows. They are built 
about six feet wide, which is considerably wider than 
is necessary for the reason that all displays must be 
placed close to the, glass, so as to be plainly seen by 
motorists, street car passengers and pedestrians on the 
opposite side of the street, for third floor display win- 
dows will appeal to the unusual, in that they attract 
passersby not otherwise interested in the store and 
its displays. 

The night effect is, of course, the outstanding fea- 
ture as there are very few stores in the country that 
have a three-story front of glass under intense light. 
The entire frontage comprises 415 lineal feet of display 
space, or about 2,700 square feet. As far as the store 
side of the street is concerned, these upper windows 


Triple-Deck Display Windows of Strain Bros., Inc., Great Falls, Mont., Showing Second Floor Window of Main 
Building Curtatned Off to Present Stage Effect for Live Model Fashion Revue. 


February, 1925 
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are of very little value. Ot course, at night the in- 
tensity of light is so increased that the store brightly 
illuminates all parts of the thoroughfare. The main 
floor display windows are given special attention at all 
times, so the displays will have the usual attraction 
to passersby. Our street floor windows are'trimmed 
on an average of twice a week. Our second and third 
decks of windows are trimmed every two weeks. 

The second and third east deck open on the furni- 
ture and rug floors and have no backgrounds, therefore 
light these floors splendidly in the day time. The west 
half open on the ready-to-wear floor and have glass 
backgrounds, which have been found very satisfactory. 

One evening, every autumn, during the latter part 
of September, we put on a Living Model Fashion 
Show in the east second deck of windows. This show 
lasts an hour and goes over big. We use large spot 
lights on the models so that the effect from the street 
is unusual. During the time of the show we usually 
arrange for the discontinuance of street car traffic on 
this part of the avenue. It was estimated that we 
showed to a crowd of more than 6,000 people in Sep- 
tember of last year. 

The accompanying illustration shows a portion of 
the second deck of windows curtained off to present a 
stage effect. This photograph was taken the evening 
following our Annual Fall Live Model Fashion Dis- 
play. It will also be observed that the main floor 
battery of windows are of standard size and occupied 
by displays that are on a par with those of the larger 
metropolitan centers. 





FASHION SHOW IN WINDOW THEATRE 
ATTRACTS HUGE CROWDS | 


NHERALDED by newspapers, the Tangara Theatre, 
which has been used by several metropolitan stores 
during style presentation weeks, was shown in Rochester 
by the B. Forman Company, women’s specialty shop, with 
such success that it was necessary for the police to take 
charge of the crowds in front of the window to prevent 
impeding pedestrian traffic. 
The theatre occupied one large window of the store, and 
at regular intervals from 11:30 a:m. to 6:30 in the evening, 
a fashion show was presented. On the first day there was 


a presentation of resort wear on models chosen from the _ 


personnel of the store. The second day was devoted to 
evening and sports wear, and the third to shoes and mil- 
linery. 

On the fourth day. children’s wear was exhibited and a 
magician employed to entertain the children between the 
showings. The theatre will be kept in the children’s de- 
partment for an indefinite period to entertain the children 
and to incidentally display various types of merchandise 
in that department. 

Of particular interest is the fact that no newspaper ad- 
vertising was employed to make known this event, yet 
knowledge of it spread rapidly. Judging from the results, 
it may be said that women are greatly interested in novel 
stunts of this nature. 





Edwin D. Edsell, formerly with Katz-Bryce Company, 
Columbus, Ohio, has accepted a position as display man- 
ager of Bond’s Stores, Inc., of the same city. 
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J. B. TIMBERLAKE & SONS 
JACKSON - - - MICHIGAN 


Manufacturers of high-grade store display fixtures with 
brass-covered, weighted bases, at moderate prices. Our 
catalog, No. 35-B, shows our complete line. 
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No. 800—Adjustable Card Stand 5 LF 
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No. 805—Adjustable Tee Stand 





No. 547—Showall Easel L : — 
Gun Metal or Retinned Finish No. 524—Rubber Covered Easel 








Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 
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One need not assume the man- 
’ ner of a prophet to remark that 
Now Recognized 1925 is going to be a good year 
By All Industries dicsites Agate se poe 

for the window display indus- 
try. We dare say that a great majority of our 
readers will admit that the year gone was a good 
one. It made a wonderful record in display appre- 
ciation, and the impetus of its spirit of optimism, 
made tangible in actual production, has carried 
over with even more assurance of realization on 
account of the greater stability of business con- 
ditions. 

Another most encouraging sign is the recogni- 
tion now given display by manufacturers and na- 
tional advertisers. Their determination to devote 
a greater portion of the annual advertising budget 
than ever before to the creation of special displays 
and for their installation right where their products 
are for sale, is further evidence of the advance 
made during the past year in this important fac- 
tor of national campaigns. They are fast realizing 
that in this way they not only gain from the gen- 
eral publicity, but in direct and immediate sales. 

As predicted, the Second Annual Display Re- 
view of The DISPLAY WORLD, published in the 
January issue, showed many instances of the re- 
markable progress in display appreciation. The 
splendid thoughts of the leaders and thinkers in 
the display field incorporated in this number have 
been found of exceptional value by hundreds of 
advertisers all over America, if the enormous de- 
mand for extra copies of this edition is any 


- 


Value of Display 


criterion. 

Articles from the pens of such writers and au- 
thorities as Joseph M. Kraus, Jack L. Cameron, 
Ned Mitchell, Paul Francisco Lupo, Harry W. 
Hoile, O. Wallace Davis, Arthur L. Bowen, Ross 


H. Wilson, Joseph H. Marshall, J. T. Northrop. 
Charles P. Gatlin, George E. Snyder, Ralph R. 
Garrison, Charles W. Morton, H. H. Tarrasch, and 
the many others of equal rank, could not be con- 
sidered in any other way than that of a textbook 
and handy reference throughout the year for solv- 
ing the problems of this great industry. 





Just as the spotlight accen- 


Flood and Color tuates the stage artist, so 
Lighting Vital modern flood lighting brings 
Window Essentials 


into prominence the lines and 
colors of a particular article or subject in window 
display work. This fact and sales factor is too 
often lost sight of when delving for new ideas in 
display creation. 

Flood lighting will not only produce artistic, 
decorative effects that will command the attention 
of the passerby, due to the concentrated effort on 
a particular display, but it is also a readily trace- 
able factor in sales increase. It can be colored or 
not as desired, the color screen providing the most 
flexible means of adding color whenever wanted. 

The use of colored lights is frequently neglected 
in cases where it would afford a much cheaper and 
yet more effective means than any other scheme 
not nearly so good for the subject in hand. Colored 
lights could be installed, but since they would have 
to be permanent or prove a source of inconvenience 
when desiring a change, color screens provide the 
best methods of securing the color when preferred. 

The DISPLAY WORLD, since its inception, has 
advocated the proper use of light in the creation of 
displays. It has presented through its columns fea- 
ture articles by some of the foremost lighting engi- 
neers on the various phases of window and store 
illumination. This month D. J. Finn, of the Edison 
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Lamp Works, has written of the universal appeal 
of color lighting. In this article he says: 

“From the story of man’s growth and the de- 
velopment of a color sense, the displayman can 
learn many a lesson—a lesson that can be very 
appropriately used every day to enhance his win- 
dow displays and make them more attractive and 
compelling to the window shopper. To the far- 
sighted displayman it carries a message possibly 
not considered heretofore. It tells the story of a 
medium which he has at his disposal and which 
will work for him, unknown to the observer, but 
always in such a way that it puts across the idea 
so forcefully, quietly and unostentatiously that the 
viewer can react in only one way—by becoming a 
purchaser.” 

In connection with color lighting the spotlight 
can be used in many clever and ingenious ways and 
will often provide a finishing touch not possible in 
any other manner. It requires only the inherent 
imagination of the average display manager to de- 
vise ways and means for securing the most striking 
and distinctive effects in this connection. 

That very problem you now have may be solved 
by just such an arrangement! The DISPLAY 
WORLD Service Bureau will gladly advise just 
how it can best be done. 


One of the early and important in- 


— ventions of the World War was the 
— play machine gun mounted on the battle 
Department 


plane and so synchronized with the 
motor that it fired between the propeller blades, 
no matter at what speed the propeller revolved. 
This was a great achievement in timing, yet it 
was necessary if each shot was to be effectively 
fired. Before the invention reached perfection 


there was grave danger of injury to the propeller, | 


to the plane and even to the gunner.or pilot. Shots, 
improperly timed, striking the propeller were often 
dangerously deflected. 

It may seem a long drop from the aeroplane to 
the display department of the modern retail estab- 
lishment, yet there is just as much» necessity for 
synchronizing the window displays to the. beat of 
the business machine. 


How often we find displays out of time. with» 


marketing conditions or with available stocks of 
merchandise. How often, because of lack: of .fore- 
sight, they lag behind the season, shown to prospective 
customers after many have bought elsewhere. 

Window displays, to be effective, must, first of 
all, be up to date. They should anticipate demand 
and in many lines they should create demand. The 
art of mercantile display is becoming recognized 
more each day as the greatest single force in 
modern business, but, like any other powerful fac- 
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tor, they can become quite dangerous when improperly 
timed. 

The most frequent fault is that of the display 
manager whose showings are always just a little 
late. He manages to get in on the season or the 
popular style in demand, but always a little late. 
His lack of plan and organization costs a goodly 
part of the profits that might have been realized. 
Then there is the manager who displays a short 
line with the result that most of those who at- 
tempt to buy find it exhausted, and rather naturally 
conclude that the store is a “one-horse concern,” 
even though the rest of the stock may be ample. 

Another great fault is the idea of devoting all 
window space to moving overstocked merchandise 
which is going, or perhaps has gone, out of style. 
While this may at last clear the floors of old stock, 
usually at a loss, the store has missed the profit 
which could have been made had up-to-date mer- 
chandise been displayed, and—worse yet—through 
the showing of obsolete styles their customers have 
been given the impression that the store is badly 
behind the times and cannot be depended upon for 
stylish merchandise. 

To be most effective and to avoid the dangers 
of ill-timed shots, the display program must be 
carefully synchronized. A close co-operation be- 
tween the various departments should be main- 
tained at all times. 

No longer can display be looked upon as a mere 
incidental to business, a matter which can be 
handled in most any fashion or in someone’s spare 
time. If it is to be both effective and economical, 
it is. deserving of sufficient time and talents and 
the careful supervision of the chief executive of 
the company. 





Be it known that the editor 
is always in a receptive state 
of mind concerning articles 
of a practical nature that 


Space Always Open 
For Articles of a 
Practical Nature 


may be the outcome of special experiences. The 


DISPLAY WORLD is constantly on the lookout 
for ways and means to become of’ the greatest 
possible usefulness, and it is only with the co- 
operation of its readers that this: ambition, or 
rather desire to be of the widest. service, may be 
realized. 

Getting into print is not such a terribly serious 
matter if there is something of value to be said, 


and it is this journal’s experience that it is the 


man who has something to say to the purpose who 
is most read. The DISPLAY WORLD is not a 
“literary” magazine; it cares more about the plain 
statement of useful facts than it does mere orna- 
ment, and its pages are always open for photo- 
graphs of meritorious displays and brief articles of 
a helpful nature. 
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Handkerchief Displays Produce Sales 


Elaborate showings of handkerchiefs in many cities following holidays 





February, 1925 


stimulate sales—Interesting series created for Lord & Taylor 


INDOW displays of handkerchiefs during the 

holiday season and for several weeks after- 

ward demonstrated beyond any argument the 

potential selling value of displays of this char- 

acter. Merchants in every section of the 
country admitted that the sale of handkerchiefs up to the 
beginning of the holiday season had been only fair, but 
where an attractive window display of this article was 
used a large increase in business in this particular depart- 
Jnent resulted. , 

Handkerchiefs, like gloves neckwear and hosiery, are 
easily adaptable for creating unique and attractive settings. 
Their diversified color designs and fabrics enable the clever 
displayman to produce displays that are artistic and of 
an unusal character. These always attract the passerby 
and produce immediate results. Specific instances of the suc- 
cessful results of a window display stimulating sales in the 
handkerchief department were reported from many re- 
tailers. 

Perhaps the most unusual and elaborate displays of this 
commodity was the series created for Lord & Taylor, of 
New York City. That they were also profitable is shown 
by the accurate check made of the sales while these dis- 
plays were in the windows. One in particular was excep- 





tionally well gotten up and presented a beautiful picture. 
The photograph below will illustrate, in a way, just how 
wonderful this display really was. 

A Russian artist, who had been in this country only a 
short time, spent three whole weeks in making a reproduc- 
tion of St. Patrick’s Cathedral, world famous for its archi- 
tectural beauty, by use of beaver or compo board. More 
than 2,000 cuts had to be made in the form of designs to 
make the reproduction accurate. 

This copy of the cathedral was placed on a low plat- 
form in the center of the window, the platform represent- 
ing the sidewalk around the edifice. The showing of hand- 
kerchiefs was cleverly done by placing them on the steeples 
in such a manner as to have them represnt a slate type 
roofing. Then they were draped all over the sides of the 
structure in neat designs forming a sort of framework for 
the prominent portions of the imitated stone work. 

Dolls made of handkerchiefs stood in the entrance ways 
and corridors, appearing to be going and coming from 
church. Other handkerchiefs and the store handkerchief 
boxes of gay coloring were shown on low tables on either 
side of the cathedral finishing the window. This window 
display was given credit for having sold more than $5,000 
worth of handkerchiefs in one day. 

































Reproduction of Famous St. Patrick’s Cathedral at Lord & Taylor's, New York City, Credited with Selling $5,000 


Worth of Handkerchiefs in One Day. 
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This store also featured handkerchief windows in- the 
form of a Christmas tree, a peacock and a large ocean 
liner. All of them brought fine results. 

An attractive window display of handkerchiefs in the 
store of Gloyd-Halliburton Dry Goods Company, of Okla- 
homa City, Okla., was characterized by R. H. Halliburton. 
general manager, as “the finest business producer of any 
similar effort I have ever known.” During the four days 
of this display it was estimated that it sold more than 
2,000 worth of handkerchiefs. 

Arnold Constable & Company, of New York, presented 
an unusual showing, and, during its few days’ stay a sub- 
stantial increase in busines was noted. This window had 
the appearance of a high vase bouquet setting on a table. 





Handkerchief Display Forming a Ship, Lord & Taylor 
Co., New York City. 


Every portion of the display was covered with hankies to 
represent the flowers, vase and necessary appurtenances. 

Hundreds of handkerchiefs formed a sweeping Crinoline 
dress on a beautiful wax figure at R. H. Macy & Company. 
Inc. The handkerchiefs were all folded in such a way as 
to drape artistically down from the bosom of the figure. 
She also held a bunch of handkerchiefs in her hand, form- 
ing a bouquet. Others were shown in boxes and in pyramid 
shape on the floor surrounding the figure. 

This display was so successful that it had an extended 
stay in one of the Broadway windows and then was re- 
moved to a 34th Street window for another week. The 
handkerchiefs featured were of bright colors, which aided 
the display materially. 

Philadelphia, Detroit, Chicago, Los Angeles, Cleveland, 
and many other cities have reported unique and productive 
displays of this class of merchandise. In Kansas City, the 
idea of matching the frock with a handkerchief was ex- 
ploited through window displays by many of the stores and 
shops. The color, scheme, including other accessories as 
well as handkerchiefs, was carried out. 

Chiffon and georgette trimmed with lace, metal or silk, 
or edged in silk net, seem to be preferred. Sometimes the 
handkerchief is of the same material as the dress or cos- 
tume. Harzfeld’s Parisian Shop recently offered a pussy 
willow silk tunic with a white-figured silk as a trimming 
and the handkerchief appearing in one of the pockets was 
of the same material and trimming. 





PALM BEACH STYLE REVUE IN BUFFALO 


William Hengerer Company, Inc., held a formal revue 
of Palm Beach fashions in the ready-to-wear department 
the latter part of January. Two presentations with living 
models was staged at 10 a.m. and 2 p.m. on each of the 
two days of the event. All the new frocks, suits, millinery 
and accessories for southern wear was formally shown at 
this time. 
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This book will help you 


improve your English 


ERE, at last, is a practical, understandable book on Good 

English. Compiled from the lessons of the International 
Correspondence Schools. Tells you how to speak and write 
good English—how to improve your handwriting—how to 
punctuate correctly—how to increase your vocabulary—how 
to write better letters. Gives you full lists of words most com- 
monly misspelled and mispronounced. 

442 pages. Handsomely bound. Printed in large type on 
clear white paper. Price only $3. The best investment you 
could possibly make, for it will help you to improve your Eng- 
lish—get a better position and a larger salary—make friends 
and avoid embarrassment. Good English is essential to success, 
and this is the best book on Good English ever published. 

Mail the coupon today with $3 and we’ll send you this 442- 
page book by return mail. Money back if not satisfied. 

INTERNATIONAL CORRESPONDENCE SCHOOLS 
Box 9304-B, Scranton, Penna. 


i I am enclosing $3, for which please send me your 44%-page book on 
l Good English. It is understood that if I am not sailsfied I may return 





this book in five days and you will refund the money. 
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of the 


| Display Service Field 


The DISPLAY WORLD Service Bureau 3 
has completed an extensive survey of the dis- 

play service field, which it has just published 
} in booklet form. 





This survey. contains a vast amount of 
} valuable information never before available 
and reveals the existing situation in the dis- 


play service and installation business. 
Q e > 

A copy should be in the hands of every ad- | 
vertiser using or interested in window dis- 


$ plays. 
Only a limited edition has been printed. 


Order Your Copy Now { 
PRICE, FIFTY CENTS 


> 


} The DISPLAY WORLD, Cincinnati, O. 
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WE SUGGEST ANY OF THE FOLLOWING 
NUMBERS FOR USE IN YOUR 


EASTER | 
TRIM 


No. | 


IRIDESCENT SILK PLUSH 


A Combination of Five Distinct Colors Creating 
a Purple Effect, 24-Inch Width 








MOUNTAIN HAZE 


“aA ae 








_ SILK PLUSH 


A Compromise Between Lavender and Purple; 
24-Inch and 36-Inch Widths 


: OR 
ONE OF THE NEW BROAD 


STRIPED SILK PLUSH 


Combinations We Have Originated for the 
Summer Trims 


Either in Two-Tone or Self-Tone Effects, 
24-Inch Width 


IF YOU PREFER A LIGHTER FABRIC 
No. 204 


WINDOSATIN 


40-inch width 


Samples Submitted Upon Request 


WINDOTRIM FABRICS, inc. 


17 MADISON AVENUE 
NEW YORK 




















“Specializing in Fabrics for the Display Man” 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. 


LAWRENCE 0. GORDON, Director 




















WILLARD STORAGE BATTERY COMPANY 
CLEVELAND 
Director, Display World Service Bureau: 

We wish to thank you for the pamphlet, “Survey of 
the Display Service Field.” 

As you perhaps know, we do have a very distinct prob- 
lem in the way of window display. A storage battery is a 
very unattractive thing and you may be sure it is very 
hard to display it in such a manner as to attract the pur- 
chasers by window display. We have also found that a 
great many of our service stations in smaller towns do not 
even have a window. 

Perhaps you may have heard of some similar parallels 
in other lines. 


WILLARD STORAGE BATTERY COMPANY, 
John T. Vorpe, Adv. Dept. 


It can readily be seen that to really make an attractive 
display of such an ordinary. looking commodity as a stor- 
age battery that much color must be added to the window 
in the way of embellishments so that the display, as a 
whole, will present a pleasing apearance to the passerby. 

Your problem with smaller dealers who do not have 
display windows will be one of interesting them in mak- 
ing attractive interior or counter displays. The problem 
here is as in the show window, as it will be a matter 
of interior instead of show window display. 





THE A. H. LEWIS MEDICINE CO. 
ST. LOUIS 


Director, Display World Service Bureau: 

_ Enclosed find our check for $2.00 for yearly subscrip- 
tion to The DISPLAY WORLD. We are very much in- 
terested in window display work, and this year we intend 
to put in window displays in almost every large city in 
the United States. 

We are more than anxious to obtain good, reliable win- 
dow display men. Any information you can give from 
time to time will be greatly appreciated. 

THE A. H. LEWIS MEDICINE CO., 
W. T Dooley. 

The window display service companies throughout the 
country have made much progress of late and manufac- 
turers will be better able to secure reliable installation 
service of their window displays in every average sized 
city in this country. 

If there are certain cities in which you plan to use 
window display where you are unable to locate a: good 
window display service we will endeavor to supply the best 
information available. 





CALIFORNIA PRUNE & APRICOT GROWERS’ ASSN. 
SAN JOSE 
Director, Display World Service Bureau: 

I was very glad to have your “Survey of the Display 
Service Field.” One question comes to mind in connection 
with the list of firms to whom you sent your questionnaire. 

How was the list selected and is there any method of 
checking the reliability of those firms whose names appear 


in the survey? 
CALIFORNIA PRUNE & APRICOT 
GROWERS’ ASSOCIATION, 
George Haig, Adv. Manager. 


The list of service firms used in compiling our survey 
was compiled. from information received from different 
sources, nearly 200 in all. Those who submitted question- 
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naires constitute the most progressive ones, as is proven 
by this co-operation in aiding the survey. 

The entire display installation business is not completely 
organized or standardized as yet, but much progress is 
being made along this line and that is the reason for our 
survey. We felt that the information obtained would be a 
factor in influencing greater growth and development so 
that national advertisers could secure window service 
throughout the country with confidence that it would be 
properly rendered. The DISPLAY WORLD is happy to 
say that at this time there dre quite a number of depend- 
able and reliable service firms. 





PET MILK SALES CORP. 
ST. LOUIS 


Director, Display World Service Bureau: 
We have read with a great deal of interest your “Survey 
of the Display Service Field.” 
PET MILK SALES CORP., 
P. A. Severson, Adv. Dept. 


THE SCHOLL MFG. COMPANY 
CHICAGO 


Director, Display World Service Bureau: 
Thanks very much for the pamphlet, “Survey of the 
Display Service Field.” We will be very glad to keep this 


on file for reference. . 
THE SCHOLL MFG. CO. 
E. G. Cisle, Adv. Mgr. 


THE WAHL COMPANY 
CHICAGO 


Director, Display World Service Bureau: : 
The “Survey of the Display Service Field” is very in- 
teresting and we are glad to have it. Thank you very 


much for sending it to us. 
THE WAHL CO., 
Arthur H. Ogle, Adv. Mgr. 


MAURICE S. KELLER CORP. 
NEW YORK CITY 


Director, Display World Service Bureau: 

We received the “Survey of the Display Service Field” 
and compliment you on its get-up. It is quite comprehen- 
sive and serves a good purpose. 

MAURICE S. KELLER CORP., 
M. S. Keller, President. 
THE R. H. DONNELLEY CORP. 
PHILADELPHIA 


Director, Display World Service Bureau: 
_ We wish to thank you for the “Survey of the Display 
Service Field.” The information contained therein is very 
interesting and should be of value to the national adver- 
tisers as well as to service companies. 


THE REUBEN H. DONNELLEY CORP., 
Samuel J. Hanick, Mgr. Disp. Serv. 





CONNECTS WITH VETERAN CHEMICAL COMPANY 

Dr. F. H. Peck, first president of the Window Display 
Advertising Association, and formerly with E. R. Squibb 
& Sons, of New York City, has become connected with 
the William S.- Merrell Company, of Cincinnati, Ohio, one 
of the ¥eteran chemical firms of the country. Doctor Peck 
has already assumed charge of the advertising and sales 
Promotion work in the Cincinnati plant. 





B. L. HULL KILLED IN ACCIDENT. 

B. L. Hull, representing The Onli-Wa Fixture Company, 
Dayton, Ohio, died December 27, as a result of injuries 
received in a motor accident. Mr. Hull covered Illinois, 
Kentucky, Tennessee and a portion of Indiana for The 
Onli-Wa Company for the past three years, and hundreds 
of his friends and acquaintarices throughout those states 
will mourn his untimely passing. His successor has not 
been named. 
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SHOW IT ON KLEE FIXTURES 


KLEE DISPLAY FIXTURE CO., INC. 


172 Atlantic Ave. 


Manufacturers 


Rochester, N. Y. 











FOR 


Svarners 


? 








ROLLINS 
HOSIERY 


DECALCOMANIA Trans/ers 


WOOD, METAL, GLASS, COATED CLOTH, Erc. 


The Kew MCALL PATIE 1) 


, 


Special designs and trademarks 
made to order. Send copy for 


quotations. 


THE COMMERFORD CO. 


110 East 19th Street, New York 
Tel. Stuyvesant 3272 

















Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples _ sent 
on request. 


Cleveland Decorative Works, Inc. 


1260 W. 9TH ST. 


CLEVELAND, O. 





Advertise Your Wants in 


THE OPPORTUNITY EXCHANGE 
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Notes from the Display Service Field 














J. Duncan Williams, window display specialist, who 
for the past six years conducted a window display service 
in Chicago with offices at 104 Auditorium Building, has 
moved to the Brooks Building, 223 West Jackson Boule- 
vard, where he will occupy the window display studio of 
the National Retail Clothiers’ Association. 

Mr. Williams will continue his private display service 
as before, furnishing regular display service to retail 
stores in downtown Chicago and supplying special window 
display service to manufacturers and advertising agencies 
“requiring specimen window trims of their particular mer- 
chandise campaigns for dealer distribution. 

In connection with his regular work, Mr. Williams will 
also handle the Window Display Service Department for 
the National Retail Clothiers’ Magazine, taking over the 
work formerly done by Mr. Tom Leslie, resigned. This 
work will bring him in direct and constant contact with 
dealers from the smaller towns, which will make his service 
to manufacturers just that much more valuable. 





The creation of merchandising as well as attractive win- 
dows is the slogan of the recently organized Northwest 
Display Service Company, of Portland, Ore. William G. 
Batson is manager, and E. L. Mallory, production man- 
ager. They report installations going forward at a rapid 
rate and that they are expecting a prosperous 1925. 





A. A. Lesser, general manager Universal Window Dis- 
play Service of New England, announces their removal to 
1296 Washington Street, Boston, Mass., due to the recent 
expansion of their business and the large number of con- 
tracts already signed for execution during the year. 

With these larger and better equipped quarters this 
organization is enabled to better care for the increased 
amount of work and to continue rendering the utmost of 
service. Their territory now includes the states of Massa- 
chusetts, Maine, Rhode Island ,New Hampshire and Ver- 
mont. 





A prosperous year and bright outlook for a bigger one 
during 1925 is the optimistic report of N. W. Reynolds, 
president The Window Display Service, of Salt Lake City, 
who furnish a complete window trimming and decorating 
service for both local retailers and national advertisers. 





The W. A. Sheaffer Pen Company, of Ft. Madison, Iowa, 
has just announced a new and complete window display 
which they are distributing with shipments of their new 
pen and pencil to all Sheaffer dealers. 

This display is lithographed, offset method, in five colors 
and consists of four pieces—one large background card, 
one cut-out streamer, and jumbo cut-out stands of the pen 
and pencil. 





“All Year Round Service” is the title of a booklet being 
distributed by the window display department of the 
Reuben H. Donnelley Corporation, of Philadelphia, ex- 
plaining in detail the service this firm-is rendering national 
advertisers and dealers. The edition is limited and is mailed 
to only those who request a copy. 

This organization operates under one management in 
Philadelphia, Chester, Wilmington, Camden, Atlantic City 
and surrounding points. All stationery and printed matter 


issued by the display department carries the slogan trade- 
mark, “WINDOW ADVERTISING MAKES THE PASSER 
BUY.” 

Samuel J. Hanick, manager of the department, an- 


nounces that a large increase in business is already assured 
for 1925. 





The Atlantic City Decorating Company, of which K. S. 
Wolff is manager have found it necessary to move from 
their former quarters in the Freeman Building at Atlantic 
City, N. J., to 48 South New York Avenue, where. in con- 
nection with its window display and decorating services, 
the company will carry in stock complete lines of window 
display accessories. 





The Castle Display and Advertising Service, a new asso- 
ciation specializing in window displays for national adver- 
tisers, with headquarters at Herrin, Ill, has entered the 
display field believing that this service is just coming into 
its own. They are also jobbers of artificial flowers, fixtures 
and lighting equipment for the whole of southern Illinois. 





John Beyer, formerly display head for James McCreery 
& Company and the Bedell Company, and now operating 
a display service company of his own, has been given the 
decoration work at the National Merchandise Fair, to be 
held at Grand Central Palace this month. 





F. W. Oltmanns, of Oltmanns’ Window Display Serv- 
ice, Omaha, created the attractive display for Nebraska 
Power Company, which was recently declared winner of 
second prize in the Hemco electrical fixture contest con- 
ducted by Richards & Company, of Chicago. This organi- 
zation has been awarded a number of prizes in national 
and sectional contests during the last few years. 





Charles H. Bailey, for fifteen years display manager for 
Wm. H. Frear & Company, Troy, N. Y., is now owner of 
the Hudson Valley Window Display and Distribution Serv- 
ice with headquarters at Troy. His service includes all the 
Hudson Valley as far north as Syracuse, and reports that 
great progress is being made in the specialist field in this 
territory. 





The Terry Company, of Rochester, N. Y., dealers in 
artificial flowers, has announced their removal to 159 Frank- 
lin Street, due to an increased business which forced them 
to obtain a ground floor with more space. 





PITTSBURGH REFLECTOR COMPANY APPOINTS 
NEW CHICAGO MANAGER ” 

James J. Kirk, for the past twelve years illuminating 
engineer of the Commonwealth-Edison Company, has been 
appointed manager of the Chicago branch of the, Pittsburgh 
Reflector Company, located in Machinery Hall. He has 
been active for many years in the affairs of the various or- 
ganizations of the electrical industry. 

While chairman of the Store Lighting Committee of 
the National Electric Light Association, Mr. Kirk showed 
the electrical industry for the first time the direct relation 
between store lighting intensities and volume of sales. He 
is now serving as an officer or director of many of the 
national electrical societies. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 











A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available, 


F. ALTMAN. & SON 
139 East Rich St. Bell Phone: Main 7756 
32 years in the business of distributing adv. matter house to house 


LOUISVILLE, KY. 
New Albany and Jeffersonville, Ind. 


Sales Producing Window Installation for 
Local and National Advertisers 


MYERS DISPLAY SERVICE 
P. O. Box 431 Louisville, Ky. 


THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
Advertisers in 
St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points. 


Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 


Fur Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 
peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way 261 Livingston St. Brooklyn, N. Y. 
COVERING NEW ENGLAND LIKE THE DEW 


t ADV 


Window Display Service and Distribution 
Specializing in National Advertisers’ Work 


50 Fulton Street Bridgeport, Conn. 
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JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 


Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BCSTON and VICINITY 





“Lee Knows Wisconsin” 
Displays installed, par- 
cel delivery, samples 
and coupons carefully 
distributed. 


LEE Stc Keke ler)" 
Distributing Co. = gets 
179 4th St., Milwaukee 


Specializing 
, oO 
InWINdOW end 











If we can 


show a man 
@ what we 
have done—. 
chances are 
he’ll want us 


to d fs 

VISUALIZATION mae tee 

“Putting Ideas into Picture Form” him. 
METROPOLITAN TOWER N Y 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 
A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 


BOSTON 


And New England—4200 Locations Available 
“WINDOW DISPLAY AND DISTRIBUTION” 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 


1296 Washington Street Boston, Mass. 


NORFOLK (.7:56NiRA‘oRt ) VIRGINIA 
DIRECT WINDOW DISPLAY INSTALLATIONS 
Guaranteed Service for 


LOCAL AND NATIONAL ADVERTISERS 


LOUIS DIEBNER 
127 Granby St. P. O. Box 1126 Norfolk, Virginia 


NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 

A national Display Service for installation of up to 
500 sales producing windows in St. Paul and 
Minneapolis. 

B. J. Millward, Manager 














A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West 3th Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 





WINDOW-BOOTH-FLOAT 


° xk e DISPLAYS 
b Specialists to Druggists and 
1 DISPLAYS National Advertisers 


Seca Meacnanose Best Locations Available 


199 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERVICE 
124 West 3th Street New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 
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Foremost Displaymen Predict Future 


Tell what they think field of display is to produce during 
the year just starting, and give some valuable advice 


So many expressions of confidence and inspiration in 
the future of display, indicative of the progress of the 
year 1925, were received by The DISPLAY WORLD that 
all of them could not be published in the January issue. 
The expressions below are only a few more containing 
thoughts to ponder over from some of the country’s fore- 
most artists in the display field.—Editor. 


HOW 1925 WILL AFFECT DISPLAYMAN 


By LOTHAR F. DITTMAR 
~ Display Manager, The Union Company, Columbus Ohio 


.* has been voiced by many men of affairs that 1925 will 
be a prosperous year. These men were really men who 
knew what they were talking about, because some were 
bankers, some were manufacturers and some were heads 
of large corporations. 

This being the case, how does it or will it affect the 
window display profession? Greater production calls for 
steadier work of those already employed and new work 
for the unemployed. Department stores, specialty shops, 
in fact all stores which display merchandise, will reap 
their share of the new business. 

Increased business will eventually cause displaymen to 
ask for their share of the greater profits to buy new equip- 
ment for the show windows. This new equipment will 
be an incehtive for displaymen to do better work., In 
many cases stores will increase their wndow space, others 
will put in new fronts and so on. Each of these new events 
will, therefore, cause display departments to increase their 
force. 

Trade journals will show pictures of new windows 
and the work of the displaymen which will have a ten- 
dency to make us do more and better work. Competition 
is the one necessary element which prevents us from be- 
coming stale. We cannot afford to lag, because every- 
one will be on their toes during 1925. 

The past fifteen years has made a great change in our 
methods of displaying merchandise. This can easily be 
verified by glancing at some trade journals of your photos 
of fifteen years ago. 

We are already placing orders for new equipment for 
use, especially in our feature windows. Our Christmas 
business was good and this coming Christmas will be bet- 
ter. We are going after the spring business and right 
now, too. 

Believe in your store, fight for your rights and make 
1925 your banner year. 


FRUIT GROWERS’ ASSOCIATION MAKES LARGE 
APPROPRIATION FOR SPECIAL DISPLAYS 
By W. B. GEISSINGER 


Asst. Adv. Megr., California Fruit Growers’ Association, 
Los Angeles, Calif. 


D pepeee the 1925 season dealer service representatives 
of the California Fruit Growers’ Exchange, shippers of 
Sunkist and Red Ball Oranges and Lemons, will visit, per- 
sonally, over 45,000 individual retail fruit dealers. Twenty 
men are employed in this work, assigned to territories which 
cover the entire United States and Canada. Over 250,000 
pieces of display material will be distributed, 75. per cent. 
of which will be placed personally by them. 
A large percentage of this material will go into com- 


plete window displays, of which many thousand are dressed 
annually by these men. Each is an experienced and accom- 
plished window dresser, as well as being thoroughly schooled 
in the science of better fruit merchandising. They are 
engaged in no other occupation than that of rendering serv- 
ice, and so are able to devote over 300 complete days each 
year to this very valuable duty. Each is assigned a certain 
territory, which is covered systematically, it generally taking 
the best part of a year to get around the territory once. 

Contact is made with many different types of dealers— 
the grocer, the fruit store merchant, the soda fountain oper- 
ator, the druggist the restaurant owner—all the many chan- 
nels through which oranges and lemons go out to the ulti- 
mate consumer in food, drink or natural form. It is their 
duty to spend sufficient time with each dealer so that upon 
leaving a very definite impression has been made that will 
result in better interest being displayed by the dealer in 
the sales possibilities of citrus fruits in his particular busi- 
ness. 

To do this they must have at their finger-tips not only 
practical display suggestions, which are gleaned from hun- 
dreds of dealers each year, but also a wealth of “brass 
tacks” merchandising information, all designed to help a 
merchant to buy, sell and display his fruit to better advan- 
tage. 

The Exchange Dealer Service Department, therefore, is 
a clearing house for ideas, and its men on the road have 
nothing to sell but ideas. Practical suggestions that are 
received from one dealer are passed on to the next. This 
can be done with definite assurance of success, having re- 
ceived actual tryouts before being passed on. These men 
do not book orders for fruit, although it is their aim to 
work closely with the jobbers in each territory they cover. 
The results of their efforts in each section can be definitely 
checked back through the amount of fruit moved by the 
jobbers over and above their normal ratio of business. 

In many markets their work is supported by timely 
newspaper advertising, making of their visit a special cam- 
paign and an added ifiducement for dealers to feature 
oranges and lemons. Window displays serve to carry 
these newspaper messages direct to the consumer at the 
point of purchase. The large Sunkist magazine campaign 
is really the backbone of their success. These color-page 
advertisements, appearing in the leading general and 
women’s publications; go on, year after year, steadily 
building up the consumption of citrus fruits and paving the 
way for the service men to tie up the loose ends with the 
individual dealers. 

For ten years now this service work has been going on 
with continued success and constant expansion. The serv- 
ice is now nation-wide and very comprehensive in char- 
acter. It is bringing increased dividends for the grower 
and the distributor of citrus fruits. 


MANUFACTURERS MANIFEST SERIOUS INTEREST 
IN WINDOW DISPLAYS 


By J. DUNCAN WILLIAMS 
J. D. Williams Display Service, Chicago, Iil. 


HE year just closing has been, without any doubt, one 
which has shown a remarkable growth in the appre- 
ciation and use of window display as an advertising force. 
So much has been accomplished in getting the right sort 
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men interested in the possibilities of display and in get- 
ting big business men back of and using display, that I 
feel the future of display is quite sure to record a greater 
measure of progress than ever before. 

As an evidence of the increased interest in this field 
by big business; none can fail to note the feverish activity 
of the banks in the use of window display to sell every- 
thing they have to sell through displays in their windows. 

Another evidence is that the big manufacturing con- 
cerns are manifesting a most serious interest in the possi- 
ble use of the dealer’s show windows to further their own 
sales in the dealer’s locality. 

In all the years that I have been in the business, I have 
never before seen such active interest on the part of ad- 
vertising agencies handling national advertising accounts 
in planning for window display co-operation with the deal- 
ers in connection with national advertising campaigns. 

As a more direct proof of what I think of the future 
of window display and especially what 1925 promises, I am 
expanding my own business by taking over larger quar- 
ters in order to properly care for what I already have in 
hand for the coming year. 


WILL HARVEST WHAT IT SOWS 


By GEORGE W. ROWELL, JR. 
Adv. Mgr. Heywood-Wakefield Company, Boston, Mass. 


INDOW displays can be second only to newspaper 

advertising in merchandising importance. Generally 
it might be said that newspaper advertising constitutes 
the first line of offense, with effectively dressed windows 
serving as a formidable secondary. Either of the two by 
itself is an important ferce, but as in a war the most 
astonishing results are obtained through co-ordination of 
forces. 

Newspaper advertising has gained many more followers 
among retailers than have good windows. Even less effec- 
tive forms of advertising have pushed themselves ahead 
of window displays in the eyes of many dealers. This 
seeming lack of appreciation for good window displays, 
however, does not detract from their importance. The only 
reason why other forms of advertisng have preceded win- 
dows in order of importance is the fact that personal 
effort is constantly being placed behind other forms of 
advertising from without and called to the dealer’s atten- 
tion, while good window displays depend chiefly upon the 
merchant’s own initiative. 

Working on the theory that good window displays are 
essential to every dealer and that some sort of a stimulant 
is necessary to get dealer interest, Heywood-Wakefield 
Company, one of America’s largest furniture manufacturers, 
put on a contest among its dealers last spring. It is in- 
teresting to note that the same year also saw the first 
nation-wide advertising campaign conducted by Heywood- 
Wakefield, despite the fact that its history dates back over 
a period of 98 years. Heywood-Wakefield’s advertising 
staff appreciates the importance of good dealer window 
displays as much as it does newspaper and magazine adver- 
tising, and for that reason considers that its contest ex- 
pense was a paying investment. 

Every effort was made to acquaint dealers with the con- 
test. In advance of the opening, stuffers were mailed con- 
taining particulars to the dealers. These were followed 
by broadsides, the salesmen meanwhile doing their share 
in a personal way. An elaborate seven-color window trim 
was furnished, and one of the conditions of the contest 
was that his trim must appear in competing displays. Judg- 
ing was done from photographs which were submitted by 
the contestants. Heywood-Wakefield offered a fee of $2.50 
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of publicity for window display, getting the right type of 








Fixtures for 
JEWELRY 
DISPLAY 


in Louis XVI de- 
sign fulfill the 
most exacting re- 
quirements and 
secure perfect 
settings for your 
merchandise, to 
insure its receiv- 
ing favorable at- 
tention. 


The Jewelry Book 
if you request. 


“Makes Buyers cut 
of Passers-by.” 





























































Set piece in Louis XVI 





DIVIDER 
Small Size 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Bivd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 





Card Holder or 
Jewelry Displayer 


Hugh Lyons & Company 


LANSING 


- MICHIGAN 
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One of a series of Fall Opening Displays by the Bon Marche 
ry Goods Co., Lowell, Mass. 


“Paid for itself in 
one month’s work” 


—Mrkr. A. S. Lemieux, Display Manager 
Bon Marche Dry Goods Co. 


ISPLAY managers find the INTERNATIONAL CUTAWL 

enables them to work out practically any display idea 

quickly and at small expense. No need to discard many 
of your best ideas because of time or cost limits. 


Wallboard, cardboard, cloth, and similar materials can be cut 
out along almost any conceivable design—easy as tracing with 
a pencil. The imitation iron grill in the display illustrated 
above attests this. 


In reference to this display, Mr. A. S. Lemieux writes: ‘The 
CUTAWL is the best buy I ever made. It has paid for itself 
in one month’s work. It is a great labor saver and so easy to 
operate that a boy can run it.” This voices the opinions of 
display men throughout the country. 


You, too, will find the CUTAWL indispensable. You can obtain 
it on 15 days’ trial. Mail coupon below. 


THE INTERNATIONAL REGISTER CO. 


17 South Throop Street, CHICAGO 
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15-DAY TRIAL COUPON 


The International Register Co., 
17 S. Throop Street, Chicago. 


Gentlemen: Send me complete information about the INTER- 
NATIONAL CUTAWL and your 15 Day Trial Offer. 
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for every photograph submitted which did not win a prize, 
with the understanding that the photographs were to be- 
come the property of Heywood-Wakefield. 

In its data on the contest Heywood-Wakefield stressed 
the fact that participation in the contest would tie the 
dealer’s store up directly with the advertising campaign 
that was being carried on in 241 newspapers, and that 
there was no possibility of losing, inasmuch as the virtue 
of well-dressed windows meant increased sales and profits. 
In all, 771 dealers responded to the announcement. From 
among these, three judges. all veteran advertising men, 
selected 35 cash prize winners. Photographs were sent in 
from every state in the union, indicating the widespread 
interest on the part of dealers in improving their win- 
dows. 

While it may be argued that it should be unnecessary 
to offer an incentive to a dealer to maintain a window 
display, the Heywood-Wakefield contest proved conclu- 
sively that it was well worth the money and effort that 
was expended on it. Although the larger dealers, whose 
experience has already proved to them the trade-getting 
value of well-arranged window trims, do not require educa- 
tion to that effect, it is the smaller dealer, to whom no 
demonstration has yet been made, who will respond most 
readily to the offer of a prize. 


DAILY CHANGE OF DISPLAYS WILL MAKE 
1925 BANNER YEAR 


By W. W. LEUCKE 
Cellucotton Products Company, Neenah, Wis. 


OW are you going to tell the world that you keep 

most of the things it wants to buy? How are you 
going to make it known that your store is the practical, 
convenient sales headquarters for the myriad popular ad- 
vertised products that are on the shopping list of most 
of us. 

The answer is easy—by making your windows day-to- 
day announcements to all who pass by. Keep changing 
these displays, so that people get the habit of looking in 
to see what’s new. Repeat the best sellers the oftenest, 
for reminders are valuable. As these best sellers are usually 
nationally advertised products, you get as much benefit 
from this advertising as if you paid for it yourself. The 
manufacturer is buying big space for the benefit of every 
retailer. This retailer-benefit is naturally increased accord- 
ing to selling co-operation. 

No retail druggist should feel that he is doing some 
manufacturer a great favor because he shows his goods in 
windows and on counters. On the contrary, he is creating 
the buying habit and need for every such article among 
his own customers. They somehow feel that this drug 
store is the one and only buying center. Kotex is a product 
that never before was sold to any extent in drug stores. 
Department and dry goods stores seem to have the exclu- 
sive right to sell sanitary pads. Yet the drug store would 
be the logical place to supply such a need. 


But the Cellucotton Products Company revolutionized 
the buying habit of ages with the co-operation of drug- 
gists. The name Kotex was the first step—for the name 
stands for the product and calls for no embarrassing ex- 
planation. Real advertising—ads told the Kotex story 
frankly in magazines and newspapers everywhere as the 
next link in the campaign. These ads directed the reader 
to go to her regular druggist and simply say “Kotex.” 
Then it was up to the druggist. He, individually and col- 
lectively all over the United States of America, displayed 
Kotex in his window. He used the actual non-fade pack- 
age itself in connection with the striking Kotex nurse. 
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This created quite a sensation, both because of the in- 
terest in the prodwét itself and the fact that the Koex nurse 
cutout, standing life-size and looking like a real woman, 
naturally interested both retailers and the woman who 
wanted to buy. She acted as a silent saleswoman, saying, 
‘Here’s the place to buy Kotex—come in!” She reassured 
the timid who weren’t willing to walk in and boldly ask, 
“Do you keep Kotex?” It made it easy to follow the in- 
structions given in the Kotex advertisement; that is, to 
simply say “A package of Kotex” while buying other ar- 
ticles. A miniature cutout of the same nurse was displayed 
on the countcr with a few more packages. It made it 
seem perfectly natural to buy Kotex in a drug store, and 
proved that the drug store was the easiest, most convenient 
place to buy. 

Kotex quickly became the most sensational selling suc- 
cess in the history of the drug trade. No other drug spe- 
cialty has ever equalled it in volume or in the quickness 
that this volume was secured. The value of repetition has 
been proved over and over again by every national adver- 
tiser. An advertisement that is run only once is largely 
wasted. A few people act on the first impulse of interest, 
but more need several repetitions before they act. 

It’s the same with window displays—the prospective cus- 
tomer greets an old friend like the Kotex nurse with 
pleasure and regards her as a reminder. They expect and 
want to see her in your window ever so often, and if they 
don’t they may wonder if you stopped keeping Kotex. 
That means that a perfectly good customer who has be- 
come accustomed to regard your store as buying head- 
quarters for everything in the toilet goods line has her 
confidence shaken, When she sees the Kotex nurse in some 
other window that’s where she’ll go, for habit is an enor- 
mous influence on everything people do, especially on 
where they take their trade. The astute druggist makes 
his store an institution and profits greatly thereby. 





CHICAGO ADVERTISING COUNCIL NOW HAS 
W. D. A. A. DEPARTMENT 

The Window Display Advertising Department of the Ad- 
vertising Council, Chicago Association of Commerce, has 
been organized in Chicago. 

Joseph M. Kraus advertising manager of A. Stein & 
Company, was elected chairman, and C. S. Clark, of the 
Edwards & Deutsch Lithographing Company, vice-chair- 
man. Other members of the Departmental Committee 
elected were as follows: M. Munson The Hoover Com- 
pany, C. E. Johnson, Curtis Lighting, Inc., and Henry 
Degginger, Regenstein-Veeder Company. 

This committee will act as a connecting link between 
the Window Display Advertising Association and the Ad- 
vertising Council, and it will be through the activities of 
this committee of five that all the Window Display Adver- 
tising Departmental programs and special display features 
are promoted. 

The display group will have a table at the Thursday 
luncheons of the Advertising Council. The speaker and 
the program for April‘ 16 will be under the auspices of the 
newly formed department. Joseph M. Kraus will be the 
speaker and a feature of this luncheon will be an exhibit 
of window displays and the installation of actual displays. 

The Window Display Advertising Association has been 
invited to hold its convention next October in Chicago. 





YOUNG MAN DEVELOPS SOME NOVEL DISPLAYS 

Robert Wason, who has become display manager for the 
W. B. Wason & Company store at Delphi, Ind., has been 
receiving considerable valuable recognition for his window 
displays. He is also handling the advertising for the firm 
in connection with the displays. 
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Supreme Quality 


Made in Thirty-three Brilliant 
Shades and Colors 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 








REPE 


For Paper Craft 
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RINKLE 
REPE 


Manufactured by 


The Tuttle Press Co. 
APPLETON, WISCONSIN 
1889 — 1925 
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She Napooskooms 


National Plush Company 


New York City 


Easter Plushes 
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New Decorations for Your 
Easter Displays 


CITRON — LILAC 
GRASS GREEN 


Samples and Prices Supplied on Request 


7 West 3rd Street 


“A National Institution Known for Service” 
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-VALANC 


OUR SPECIALTY 
Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 


FINDLAY, OHIO 
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With the New York Displaymen 


Display space in New York stores devoted to clearance and reduction 
sales during month—Gimbel presents several unusual settings 


By WILLARD D. HART 
New York Correspondent, The Display World 


EW unusual displays were observed in local 

stores during January. This month is more 

or less one that is devoted to clearance and 

reduction sales, and the windows featured 

such appeals. The annual sales of white 
brought forth only one set of windows that were different. 
~* Silhouette cutouts were used in this set at R. H, Macy 
& Company, Inc. These cutouts were reproductions of 
miniature affairs bought by Mr. Eldridge, the display man- 
ager, when he visited Europe a few months ago. They were 
both round and oval in shape. 

One outstanding feature was especially noted during 
January. Gimbel Brothers, through the use of a wax 
figure, created wide discussion, not only among the retail 
trade in the city, but also among consumers. This figure 
was imported by the store from Paris and was nicknamed 
“Issy Real” by the writer. This name has been adopted 
by the store. The figure was used in connection: with a 
furniture window, and, despite rain snow or freezing 
weather, the people stood in front of the window, several 
rows deep, endeavoring to convince themselves as to 
whether or not it was a real man. 

Gimbel Brothers also created a sensation during the 
past month by displaying $300,000 worth of diamonds in 
one of their main Broadway display windows, defying all 
cries of crime waves and robberies. They did not even 
try to hide the identity and value of the stones. They 
placed small price tickets on the various items, some of 
which ran as high as $4,000. These remained in the win- 
dow for several days and not a thief broke in. 

Gimbel did a great deal of good work during January. 
They have a special setting arranged for the presentation 
of millinery for southern wear. The salon was titled “Palm 
Beach,” and presented a tropical setting; palms and cocoa- 
nut trees were used as a background to the hats and 
colored lights gave the proper lighting effect. 

R. H. Macy & Company, Inc., presented a book win- 
dow that was noteworthy both for design and execution 
of the display and for the idea behind it. The books were 
all of the kind that appeal to children, and the book featured 
in the production had the additional assistance of a notice 
on a large card placed at the center. The card announced 
the showing of a book of recitations compiled for chil- 
dren by the head of the Macy book department, and con- 
tained a graceful appreciation of the originator and editor 
of the volume. 


Best & Company showed some hats in orange and 
brown felt, trimmed with parrot feathers. The parrot 
feathers were seized upon for the motif of the display. In 
the foreground at the left there was a poster of odd de- 
sign, showing an eccentric looking parrot in a cage of 
poster architecture at one corner. Above it was a circular 
space devoted to the subject of parrot shades. 


At the back of the window a bookcase containing a 
few books was conspicuous chiefly as the roosting place 
of a parrot. The parrot was really a lamp, being of glass 
in parrot colors and containing a lighted bulp; it was de- 
signed to be seen rather than heard. There were five hats 





on stands and one on a bandbox. To vary the layout oi 
hats two pairs of shoes, some stockings, a bag and some 
handerchiefs were sprinkled around, and in the middle 
distance a millinery head supplied such human interest as 
it could. 

In a display introducing a new fashion in suits at Frank- 
lin, Simon & Company, the feature that was charged with 
the commission of ensnaring attention played:the role oi 
a background screen, a poster and a fashion picture of a 
highly practical sort, in that it showed an actual suit. It 
was a “patch poster” in an elliptical frame that gave the 
appearance of a magnified miniature. Floor lamps of at- 
tractive design stood at either side of the poster. In front 
of it, at the left, a long walking stick stood erect, the 
vertical lines of it contrasting with the curves of the 
poster frame. 

The suits, which consisted of suede jackets with fur col- 
lars and of Kashmir skirts, were on dress forms at the 
right and left and running around the corner in the other 
half of the window. Gloves, shoes, stockings, a bag and 
another stick were distributed along the rug. 

A simple display of negligees at Saks’ Fifth Avenue 
was put together with interesting balance and contrasts. 
The garments, in soft tints, were shown both on figures 
and fixtures and were set off by a landscape screen merging 
into dark tones and also by a black rug. 

The garments were trimmed with feathers. The figures 
wore silk wigs’ in color to match the negligees. A change 
of negligees would, therefore, involve a change of wig. 
One figure, at the right, stood at the back of the rug, and 
in front, at the left, a small figure showed the back of a 
model of the full-size garment. The other figure was 
seated on a tapestry seat at the left with gold slippers, 
contrasting against the black rug. At the right the back 
of a negligee was displayed from a fixture. 

A display of things to wear at the southern winter 
resorts, which come under the generic term of Palm 
Beach, was executed in an orthodox manner and appeared 
in a window at James McCreery & Company. There 
were coats and dresses in white, trimmed with brightly 
figured material, and vice versa, on forms at the center 
and left of center and a wrap was shown on a form at 
the right. At the left and back of the wrap was a wicker 
chair. Over the corner of the back a shawl was thrown 
and on the arm a white hat reposed. The shade of a floor 
lamp appeared above the back of the. chair. 


Between and behind the forms at the left was a table 
with a lamp whose shade matched that on the floor lamp. 
A few small articles were on the table in front of the 
lamp. Farthest to the left was a fixture holding a white 
hat, and beside it on the floor was an opened parasol, 
bottom side up. White gloves lay on the wicker chair, and 
a pair of white shoes and stockings found a place at the 
right near the front. 

The window was projected into the latitude and longi- 
tude of Palm Beach by the introduction of palms at the 
left and center, of tangerines with their foliage, just be- 
hind the several units, and of vines at the ends. 
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EDWARD MUNN HEADS NEW YORK CLUB 

Edward Munn, display manager for Franklin, Simon & 
Company, was unanimously elected president of the New 
York Metropolitan Display Men’s Club at the annual meet- 
ing and election of officers held at the Hotel Gregorian. 

George Rooney, formerly of Abraham & Straus, Inc., 
3rooklyn, and John J. Cronin, of L. Bamberger & Com- 
pany, Newark, N. J., past presidents of the group, were 
elected honorary presidents. 

I. Strahs, display manager of Meyer Bros., Paterson, 
N. J., was elected vice-president; Richard Dougherty, dis- 
play manager of Stewart & Company, Fifth Avenue, re- 
cording secretary; Howard Littell, of L. Bamberger & 
Company, financial secretary, and W. Mahl, Franklin, Simon 
& Company, treasurer. 

‘M. Cook. display manager of James A. Hern & Son, 
Inc., was chosen to succeed William Tishman, of Hahne 
& Company, Newark, as a trustee for a three-year term. 
A program committee, composed of L. McArdle, Orkins 
Company, J. Jaffrey, Abraham & Straus, Inc., and W. 
Wehner, Saks’ Fifth Avenue, was appointed by the newly 
elected president. 





SPOKANE CLUB ELECTS OFFICERS 

J. Allyn Dean, display manager for the Spokane Dry 
Goods Company, was elected president of the Spokane 
Display Men’s Association at the annual meeting held re- 
cently. He succeeded John H. Graham, publicity manager 
of Tull & Gibbs. 

Other officers chosen were: Arthur A. Lacey, of Garrett, 
Stuart & Sommer, vice-president; Earl Pendleton, Owl 
Drug Company, secretary-treasurer. Trustees elected were: 
John H. Graham, Ben W. Cedarcrans and Karl Ahmdahl. 

Mr. Dean and Mr. Ahmdahl were presented with life 
memberships in the association as a token of the apprecia- 
tion of their efforts in its behalf. 





CHICAGO DISPLAYMEN RE-ELECT PRESIDENT 

At the annual meeting of the Chicago Display Men’s 
Club, held January 18, H. C. Oehler, display manager of 
W. A. Weiboldt & Company, was re-elected president. The 
club was the guest of the Murchison Company, 316 North 
Michigan Avenue, to celebrate the opening of its new dis- 
play equipment show rooms. 

Other officers elected were: B. C. Hampton, Bedell’s, 
L. A. Rogers and William A. McCormack, Boston Store, 
vice-presidents; Carman Thompson, Wormser’s, secretary, 
and E, F. Jantz, of J. E. Jensen & Company, treasurer. 





ST. PAUL DISPLAYMEN HOLD ANNUAL BANQUET 
AND ELECTION OF OFFICERS 

The Associated Display Men of St. Paul elected C. R. 
Scott, of Husch Bros., president, A. G. Monroe, Schune- 
inan & Evans Company, vice-president, and Ray Ullom, of 
Mannheimer Bros., secretary and treasurer, at their annual 
banquet and meeting Thursday evening, January 18. 

H .Kneeland, of Maurice L. Rothschild & Company, G. 
Gustilius, Macey’s, and Val Thomas were elected trustees. 
Many new members were present at this meeting as a 
result of a campaign carried on by the membership com- 
mittee. 

Interesting talks were made by W. H. Hinks, of L. 
Donaldson & Company, and E. R. Dean, of the Dayton 
Company, two Minneapolis display “daddies,” who were 
present as guests and by B. J. Millward, of Noyes Bros. 
and Cutler Service the “grand-daddy” of St. Paul display- 
men. Mr. Scott, the new president, and Mr Monroe, the 
etiring president, made instructive talks and demonstra- 
‘ions of the problems of the displayman. 


THE DISPLAY WORLD 


















Santa Claus Snow 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 
4«Claus Snow adds wonder- 
| fully to any holiday deco- 
1 ration. It is made up of 
4 a multitude of crystal 
1 clear flakes that glisten 
"| and sparkle brilliantly un- 
4 der any kind of light. 


(| Use Santa Claus Snow 
# on all of your decorations 
~ and show cards. It costs 
little and produces a great 
effect. 





You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., 222% nha" 
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Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 

retain their color.. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 
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Dvr eLECTRICTUNN TABLE 


DisPLAY ~~» SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 


pes ully Guaranteed—Write today. ae 
Pe ELECTRIC WINDOW SALESMAN CO. “,cornbill 











THE DRAWING 


All-Metal 

Adjustable 

Pantograph 
Indispensable for rough-outs, 
f layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is used. 
Fully adjustable, with an ex- 
tremely simple and almost in- 
stantaneous adjusting device. 

Made of the finest materials and absolutely guaranteed. 
Sent postpaid for only $3.00. Satisfaction guaranteed or your 
money refunded. 


DRAWING.AIDE COMPANY | 


228 Caxton Building Cleveland, Ohio 




















THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 

















Correspondence solicited. 
19 EAST 15th STREET NEW YORK 









































THE DISPLAY February, 1925 




















eh 





Top Left, Ladies’ Ready-to-Wear Display by George E. Prue, Jordan Marsh Co., Boston; Top Right, Display of 
Men’s Hats by Barclay Newman, Blain Clothing Co., Albany, N. Y.; Center, Upper Left, Display of Ladies’ Hats 
by D. Friedman, Miller-Wohl Co., Indianapolis; Center, Upper Right, Neckwear Display by Display Department, 
Harry L. Braudis, Director, Meekins, Packard & Wheat, Inc., Springfield, Mass.; Center, Lower Left, Display of 
Lingerie by. John T. Mackey, Herpolsheimer Co., Grand Rapids, Mich.; Center, Lower Right, Display of Ladies’ 
Shoes by P. S. Williams, Scruggs-Vandervoort-Barney Co., St. Louis; Bottom, Left, Pottery Display by Ford 
Hudson for New Gift Shop, Lansing, Mich.; Bottom, Right, Yarn Display by J, Riethberg, Chas. Trankla & Co., 
Grand Rapids, Mich. 
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Auto Makes Grade In Window Display 


Unusual stunt accomplished in a show room on the Pacific Coast by 
erection of a duplicate mountain side 


By R. M. W. SHAW 


Assistant Advertising Manager, 


NE of the requisites of automobile travel 
in almost any section is the proof that the 
car will-climb a slippery grade. To tie this 
up effectively with a window display was 

the achievement of the J. W. Leavitt Company, of San 
#rancisco. This, perhaps, would not have been pos- 
sible but for an actual demonstration conducted by this 
company with an Oldsmobile in climbing the dangerous 
Slippery Ford grade, near that city. When this was 
accomplished the company conceived the idea of the 
display. 

As near as was possible, the Slippery Ford grade 
and its scenic surroundings were reproduced in the 
spacious window of the J. W. Leavitt Company, which 
combines ‘with their show rooms. An Oldsmobile of 
the same model that made the run was placed in the 
window at the foot of the grade. All interested parties, 
Oldsmobile owners and prospective owners, were in- 
vited to visit the store and ride from the sales room 
level over the route of the 64.6 grade that was made 
within the sales room. 

It will be noted from the illustration, the interest of 





Showing Oldsmobile Starting Up Grade in J. W. Leavitt Auto Sales Window, San Francisco. 


, Olds Motor Works, Lansing, Mich. 


the passengers in the car and the fact that the angle 
between the beginning of the grade and the floor level 
of the sales room was so small it was necessary to re- 
move the rear fenders of the car in order that they 
would not scrape when the ascent of the incline was 
begun. 

This window display is just one of the many very 
splendid ones by the J. W. Leavitt Company, who are 
progressive and aggressive merchandisers. Mr. G. H. 
Forman, their retail manager, conceived the idea for 
this display. He is seen in one of the illustrations, 
pointing to the percentage of the grade. 

It goes without saying that the crowds outside the 
window were tremendous at all times. Many would 
leave the crowds and go inside to enjoy the thrill of 
going up the grade in the car. Many others entered the 
sales room out of curiosity to see if there was not some 
trick or mechanical device about the display. The win- 
dow not only created interest in this particular type of 
car, but it actually sold a large number and furnished 
the firm with a list of prospects for later sales that 
probably could not have been obtained in other manner. 
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Window Display by J. W. Leavitt Co., San Francisco, Cal., Showing Oldsmobile Climbing Steep Grade. 
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Small City Anniversary De Luxe 


By LEO R. WOLFF 
Display Manager, M. Steifel & Sons, Ottawa, Ill. 


NUSUAL results can be accomplished in small city 
establishments in anniversary celebrations if the 
proper attention is given to the details. This was proven 
by the accomplishment of M. Stiefel & Sons in Ottawa, 
Ill—a city of less than fifteen thousand population. 
Sixty years in the men’s clothing business in one local- 
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Unusual Small City Display for Anniversary 
of Steifel’s, Ottawa, Illinois. 


ity is an achievement many merchants would envy. Mr. 
Moses Stiefel the founder, and his son, Sidney Stiefel, 
have just celebrated the sixtieth anniversary of the busi- 
ness. A birthday cake, weighing 500 pounds, was baked 


for the occasion and displayed in one of the show windows 
for three days,’ after which it was cut and distributed to 
hundreds of patrons and citizens, who called to celebrate 
the occasion. Music was furnished by an orchestra. 


Mr. Moses Stiefel, now past eighty-three years of age. 
was the recipient of many congratulations from the busi- 
ness men of the city and the general populace. Many 
beautiful flowers were placed on display with the mam- 
moth birthday cake. Together with my assistants, we 
handled these displays in metropolitan style. The color 
scheme was orange and white throughout. The set pieces 
in the window display reading “Sixty Years of Progress” 
were cut out of wallboard and orange crepe paper puffed 
thereon. Small electric bulbs were inserted, and, when 
lighted, the pieces were very effective. 


Photographs of Ottawa way back in 1864, were placed 
at both ends of the window. A special electric sign with 
hundreds of lights was placed across the front of the build- 
ing reading “Sixtieth Anniversary.” This alone was an 
attraction in a city of this size. Interior decorations were 
carried out in the same color scheme of orange and white. 
Four large posts through the center aisle of the store were 
paneled with orange cloth, large crepe and gold-painted 
reed scroll pieces being placed in front of them. The ledges 
were attractively trimmed with clothing and furnishings. 
The panels back of each unit were made of a white frame 
with orange pleated satin across the back of the piece. 
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Hints For Novice Card Writers 


Practice is most important point in show card writing—Novice may 
become proficient by studying effective designs by others 


By BENJAMIN J. MARSHALL 


Director of Displays, Western Grocer Co., Marshalltown, Ia. 


HE old, old saying, “Practice makes per- 
fect,” applies particularly to the study of 
show card writing. After the novice gains 
expertness with the brush he will, if he has 

- good taste and an eye for color harmony, unconsciously 
fashion his work to suit the goods and the place of dis- 
play. There is much more in card writing for the retail 
store card writer than the ability to form letters cor- 
rectly and rapidly with the brush. It is not a matter of 
education and practice to choose the form and style of 
the card and fit the announcement to the nature of the 
commodities mentioned. 

The card which would be attractive and effective 
on a basket of motise-traps or a tray of paring knives 
would not serve as well to emphasize the merits of a 
necklace or a drape of silk or satin. It is assumed that 
the novice in card writing is as anxious to learn how to 


do fine work as he is to acquire the first principles and. 


simpler forms of display announcements. In all lines 
of effort, artistic as well as mechanical and commercial, 
there is constant change and progress. More and more 
attractive are the window cards shown every season. 
Original ideas in composition, or layout and coloring, 
and in striking descriptve words and phrases, appear 
continually. 

The novice in card writing, who really wishes to 
become proficient, will and must study the effective 
designs that he sees, and try to equal or surpass them 
in his own individual style. He will store in his mem- 
ory the little touches that are so pleasing, the novel 
ideas in colors, mats and borders that make cards effec- 
tive. In such work it is necessary to bear in mind the 
warning given repeatedly—do not crowd the lettering ; 
leave a generous margin always between the words and 
border. 

To reach full efficiency a window show card should 
be neat, plain, legible, and brief, and pointed in state- 
ment. The more attractive it is in appearance, the 
more certain its appeal to the passerby. Little of orna- 
ment, or display of fancy brush or pen work, is re- 
quired. In fact, the most attractive card is one in 
which the lettering is so plain that it may be read at a 
glance, and so well balanced and harmonious in design 
and execution that a second glance is won from the 
spectator. 

What, why and how much are the three points to 
be brought out in a show card. Having decided what 
to say—and this requires thought, if it is well said— 
consider two or three ways of arranging the lines on 


the cards. Then, most important of all, be sure to spell 
the words correctly. 

Ability to do good work in card writing will of itself 
induce trade-bringing exercise. One who is truly inter- 
ested needs little urging to find opportunity to use his 
brush. When the novice discovers after diligent prac- 
tice that he is becoming proficient with the brush, he 
will be eager to display his skill. He will keep his eyes 
open for suitable cards to use, and none will go to waste 
that he can utilize. Practice the strokes first, until the 
hand and brush move together as instinctively as the 
pen and fingers in writing. Practice joining strokes. 
Again and once more—practice makes perfect. 

After the simple “know how” has been acquired, 
practice until uniformity of line, in breadth of strokes 
and in the direction of angles of straight-line letters 
can be accurately commanded. The brush should be 
kept well charged with color to avoid ragged edges. 
The color must be of the proper consistency, neither 
too thick nor too thin. Dipping the brush in the color 
is not all that is required. The brush must be worked 
out on the palette or a bit of card board until is is 
shaped and just right for work. With each dipping of 
the brush this trial and forming work must be done. 

One of the most important points to be remembered 
by the novice in card writing is that he should not at- 
tempt to make letters until he has thoroughly mastered 
the different strokes and the handling of the brushes. 
Until this is learned no actual progress can be made. 
Don’t be in a hurry; speed will come in time—practice 
is what counts. There is no royal road of ease to pro- 
ficiency. 





NEW LIGHTING INSTALLATION 


The Smith-Kasson Company, Cincinnati, has just in- 
stalled new window lighting, providing a system of much 
greater intensity to eliminate objectional daylight reflec- 
tions. Max Safir, display manager for this company, is 
very enthusiastic over the improvement that has resulted, 
having been largely responsible for making the change. 

Curtis Lighting’s X-Ray equipment is furnished through- 
out, the contract being handled for this company by its 
resident engineer, John W. Morrison. The Smith-Kasson 
Company has 120 feet of window space and is well known 
for the artistic merit of its displays. 





H. M. MERRILL ENTERS DISPLAY FIELD 

H. M. Merrill, formerly with the advertising depart- 
ment of the Jackson Daily News, has succeeded J. T. 
Northrop, resigned, as advertising and display manager at 
Smith-Winchester Company, Jackson, Mich. 
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—that their sale increases year after year, indicating 
that they render just the service that is expected of 


them? We INSPECT every 
’ item for quality, at the 
—that if YOU are using them, you are doing the best “last minute,” and it 


you can by your pocketbook and by your work? 


THE DISPLAY WORLD 


Write for Catalog No. 11 


Get the Whole Story in Pictures and Text 





Brush and Supply 


must measure up 


B. L. D. 


Catalog No. 11. 





BERT L. DAILY = gH 


126-130 E. Third Street 


Dayton, O. 


Reg. U. S. Pat. Off. 


Just Between Us 
— TALK NO. 2— 


—that ‘Perfect Stroke’ Brushes and Supplies are stan- We make sure that 
every “Perfect Stroke” 


right before it leaves 
our office and studio. 


our rigid specifications 
or it' is never shipped. 


P. S.—Write today for 
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“The Paasche is the Best Brush on the 
Market”’ 


says Mr. Frank Dodson, of the Globe Shoe 
& Clothing Company 


Mr. Dodson is a displayman and he knows the 
differences in Air Brushes. He prefers the Paasche 
for making his show eards, window backgrounds 
and other displays—because he knows its distinc- 
tive merits. 

Simple to operate—easy to change from one color 
to another—compact—nothing to get out of or- 
der—he knows that when he starts a job with the 
Paasche Air Brush it will be finished quickly and 
satisfactorily. 

Make your spring displays outstanding by means 
of a Paasche Air Brush. Catalogue and prices on 
request. 


PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, II. 


New York Cleveland Los Angeles Detroit 
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Cascade Light 
Blue Green 
Buttercup Black 
Yellow New Blue 
Gulf Blue Tropical 
Old Rose Green 
DULL FINISH Beauty Shetland 
Pink Green 
Terra Tangerine 
Cotta Turkey 
HO-CARD BOARD] "3 
yf Ivory Cocoa 
Tan Ox Blood 
U.S. PAT. NO. 166998 Gray Royal 
Light Purple 
Blue Light 
Lavender Orange 














HURLOCK BROS.COMPANY Inc 


5456-38 MARKET ST., PHILA. PA. 
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Using the Air Brush in Making Cards 


Displaymen can obtain many unusual effects by putting on 
the finishing touches with this instrument 


By FRANK DODSON 


Display Manager, Globe Shoe & Clothing Co., Pittsburgh, Pa. 


F all the many new and unusual effects that 
can be obtained by use of the air brush 
in show cards, those made upon black card- 
board as a background are without any 

doubt the most wonderful. It is possible with this com- 

“bination to produce color effects more startling than 
ever dreamed of and to turn out cards that will truly 
make the passer buy. 


The air brush is one of the greatest assets a card 
writer can have, and no one should be without one. 
Complete settings can be produced at comparatively 
small cost with the aid of this instrument, and the user 
will find many unique and attractive ways to make it 
increase the effectiveness of his displays. 

The cards shown here were all worked out with 
the air brush on a good grade of black cardboard, 





Window Cards by Frank Dodson Showing Effectiveness of Cards Finished with Air Brush. 


Many card writers have a tendency to overdo their 
work when using an air brush, which detracts from the 
message and value of the card. This is an important 
point to watch. Then, too, the average air brush user 
will invariably select a light background, not realizing 
the effective color combinations that may be secured 


on a black card. 





thereby securing an effect which would have been im- 
possible without the use of this sprayer. The panels of 
all of the cards are of a different colored stock pasted 
in place and sprayed around. The three at the top are 
all popular cut-out tops and of color combinations fre- 
quently used, but never so effectively. 

Turquoise blue is the principal color used in the 
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shoe card, with a little emerald green and yellow. 
The muffler card is sprayed with emerald green with 
outside border in brick red and the poster flowers in 
vermilion and yellow. The shirt card is sprayed with 
prick red and the border around the cut-out panel in 
light red. The roping and tassels hanging from the 
panel are in light orange. 

The clothing card is a typical winter scene, the sky 
being medium blue and the foreground in white to rep- 
resent snow and striped in black. The house is in brick 
red with a white roof. The lettering on all of the cards 
is in white and all words underscored. 





Elaborate Plans for Convention 


Committees working out details for greatest meet- 
ing of I. A. D. M. 


By EDWARD H. LAMPRICH 
President, St. Louis Association of Display Men 


LABORATE plans are being made for entertaining the 

convention of International Association of Display 
Men to be held in St. Louis, June 15-16-17-18. All St. Louis 
is co-operating with the local displaymen’s club to make 
this meeting surpass anything ever attempted for this or- 
ganiation, and those who miss it will surely regret their 
not attending. 

A banquet and business meeting of the St. Louis Club 
was held-at. the Hotel Chase, headquarters for the con- 
vention, Monday, January 19, when plans were formulated 
for entertaining the convention. Many visitors were present 
and an unusual amount of enthusiasm was shown by every- 
one. 

The chairmen of the various committees appointed at 
this meeting to work out the details of the convention are: 
B. A. Rainwater, convention director; H. H. Tarrasch, Stix, 
Baer & Fuller, exhibits; Edward H. Lamprich, Kline Ap- 
parel Company, publicity; Joe Chadwick, Famous-Barr 
Company, entertainment; P. S. Williams, Scruggs-Vander- 
voort-Barney, banquet; E. J. Berg, Nugent’s, demonstra- 
tions; Syl. Reiser, Laclede Gas Company, hotels, and Carl 
Shank, Stix, Baer & Fuller, contest clerk. Each chairman 
will select a committee of three to assist him. 

The program, entertainment and complete plans for this 
convention will be announced at an early date. The St. 
Louis Convention and Publicity Bureau, Chamber of Com- 
merce, Retail Merchants, Hotel Chase and other organiza- 
tions of St. Louis, are working to make the 1925 meeting 
one which will stand as a mark for other cities for many 
years to come. Those who have not made their plans to 
attend should do so at once, for there is no doubt but that 
this will be the greatest meeting ever held. 





MARION CLUB ELECTS NEW OFFICERS 

The annual banquet and election of officers of the Ma- 
tion Display Men’s Club, Marion, Ohio, was held January 
19. George Edgecomb, Frank Bros. Company, was elected 
president; C. L. Rutherford, Stoll Shoe Company, vice- 
President, and H. P. Haflich, Henney & Cooper, secretary- 
treasurer, 

This association is a division of the Retail Merchants’ 
Bureau and is accomplishing splendid work for the better- 
ment of wiridow displays. They recently handled the deco- 
rations for the automobile show presented under the au- 
spices of ‘the Marion Auto Club, receiving enough re- 


muneration to finance the activities of their club for several 
months, 
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NAT-MAT 
Cardboards 


A colorful selection and a quick dry- 
ing surface. 


Ask for free sample book of Nat-Mat 
Cardboards; also illustrated circular of 
cut-outs and beveled edge cards. Fac- 
tory prices. 





National Card, Mat & Board Co. 


Manufacturers 
4318-36 Carroll Avenue Chicago, IIl. 


85% ot a show card’s color is 
the surface of its cardboard. 
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Utilization of Idle Time Helpful 


Creation of new ideas and designs during spare moments proves 
time saver when cards are to be made up for displays 


By DONALD D. KESTER 
. Display Manager, Bremer’s Golden Eagle, Iowa City, Iowa 


ERHAPS the greatest problem confronting 
the average displayman of today is the 
creation of show cards to equal in merit 
that of his window displays. This is espe- 

cially true of the younger craftsmen who have the abil- 
~ity to make up very nice cards but lack the knowledge 
or do not understand just where to obtain ideas. 

The greatest source of information for the amateur 
card writer is in the trade journals. By watching what 
other artists are doing, adopting as many ideas as pos- 

sible from the professional and making them over into 
one’s own form, will benefit far more than imagined. 
A plan followed by practically all card writers is the 
creation of new designs and ideas during the spare mo- 
ments for future use. With a number of these always 
at hand it is a simple matter to make up a set of cards 





Show Cards of Uniform Construction for Two Series of Displays by Donald Kester. 


when they are needed for displays. This system has 
proven worth while for the older displaymen and is one 
the younger men should copy. 

The cards below have been worked out with this 
idea, as will be noted from a comparison of the designs. 
The three larger cards are of one set and the smaller 
ones of another. It will be noted that they are very 
simple in construction and have been made with only 
one thought in mind—to sell merchandise. 

In making up show cards the most important thing 
to remember is that the card is to be placed in front of 
the display so that the onlooker may be informed of 
the merchandise exhibited as to its character, quality 
and price. A decorative card is beautiful if done in a 
neat manner, but too much decoration detracts from the 
message to be put across. 
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PRIZE WINNERS IN AUTO ACCESSORY DISPLAY 
CONTEST ANNOUNCED 
EALERS representing nearly every section of the 
United States and Canada shared in the prizes offered 
by the Automotive Equipment Association for the best 
trimmed accessory display windows promoting the idea 
“Give Something for the Car This Christmas.” 

The contest closed December 24, and since then the 
judges have had a difficult time selecting the fifteen best 
displays from the hundreds of excellent pictures which 
were sent in for competition. In making the decisions 
the judges gave special consideration to the merchandising 
value of the windows as mediums to sell automotive acces- 
sories as Christmas gifts. a 

The prize winners as announced by Arthur R. Mogge, 
merchandising director of the Automotive Equipment As- 
sociation, in the order named, were as follows: Pincel 
Auto Supply Company, Zanesville, Ohio; Boller Auto Com- 
pany, Grand Junction, Colo.; Rude Auto Co., Cedar Rapids, 
Iowa; Collard-Hall, Inc., Waterloo, Iowa; Vernon Garage, 
Vernon, B. C.; J. W. Hunter, Sharon, Pa.; Morton Motor 
Equipment Company, Lawrence, Mass.; Wabash Valley 
Motor Company, Lawrenceville, Ill.; Kopf Motor Sales 
Company, Toledo, Ohio; Olympic Auto Supply Company, 
Seattle, Wash.; F. A. Twietmeyer Auto Co., Vincennes, 
Ind.; Burch Woodsend Company, Inc., Norfolk, Va.; 
Kreiner’s Tire & Service Station, Ottuma, Iowa; Curlee 
Tire Company, San Antonio, Texas, and Motor Service 
Company, Albemarle, N. C. 





CHANGE OF COLOR MADE IN PITTSBURGH 
REFLECTORS 


A new dress for Pittsburgh reflectors has been an- 
nounced by the manufacturers and hereafter these well- 
known articles will be furnished with the new silver colored 
finish—a finish wholly different from that on other re- 
flectors. 

The silver color is suggestive of light, silver and glass, 
and is less conspicuous when not concealed by valance and 
sign. It will also harmonize well with the wide variety of 
colors found in show window ceilings and backgrounds. 


No change has been made in any other part of the con- 
struction of this reflector and their efficiency and durability 
will be the same as heretofore. The Pittsburgh Reflector 
Company announces that the same unconditional guar- 
antee of five years will remain in force. 





WINDOW DISPLAYS BIG FEATURE AT BUYERS’ 
EXPOSITION 
Window displays were a part of the equipment at the 
National Merchandise Buyers’ Fair, held at the Grand 
Central Palace, New York, February 7 to 14, for the in- 
struction and help of visiting buyers there from all parts 
of the country. 


Two large windows were constructed on the second 
floor, where old methods and styles of window displays 
were contrasted with the latest developments of the art 
of visual selling. This work was handled by John H. Beyer 
and Leo Ehrenrich, of the window display service de- 
partment. 


All merchandise used in these displays was drawn from 
the booths of the exhibitors at the Palace. The displays 
were changed daily and many ideas in the proper display 
of merchandise were given thé visitors. This feature was 
declared one of the outstanding factors in the success of 
the exposition. 
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CRESCENT DISPLAY CARD FRAMES 
Changeable Panels — Pocket Backs 
“SEND FOR CIRCULAR” 


CHICAGO Mut Board COMPANY 


564-670 West Washin ington Boulevard 
CHICAGO = ——YV__ ILLINOIS 











Have You Sent for the new Catalog? 
The WOLD AIR BRUSH is an AIR BRUSH of QUALITY 


5 It is strong and durable and does 
the work. It has a good reputation. 






Ask for the new catalog of Air Brush 
Outfits for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 
















BEFORE ORDERING VALANCES 
BE SURE TO FIND OUT WHAT WE OFFER 


WRITE FOR CATALOGUE -ON YOUR LETTERHEAD 
: LOUISVILLE, KY. 


STROKE BRUSHES WRITE 





FOR 
COPY OF 
Our New Free Bulletin 

DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 





AND SIGN PAINTERS 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service—Compléte 
Service for National Advertiser 


Manager, J. D. Williams 
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Doings Among Displaymen Everywhere 

















William Joseph McKeon, for six years connected with 
Lord & Taylor, New York City. and for the last fifteen 
months display manager, has announced his resignation. 
He will take several weeks’ vacation before completing 
his future plans. 

Mr. McKeon received his schooling under the direction 
of Louis Weisgerber, who, until his death was considered 
one of the leading displaymen in the profession. 

Paul W. Hornung, who joined Lord & Taylor a few 
months ago in charge of interior decoration in the store, 
has been appointed display manager in charge of all deco- 
rative work, succeeding W. J. McKeon, resigned. 

Before joining Lord & Taylor Mr. Hornung was con- 
nected with John Wanamaker, New York and Philadelphia, 
and the Young-Quinlan Company, Minneapolis. 


L.. Don Wellington has resigned his position with Hart- 
Albin Company, Billings, Mont., to accept the manage- 
ment of the display department at the Herbst Department 
Store, Fargo, N. Dak. 

H. J. Huff, for several years display manager of The 
Newman-Stern Company, Cleveland has accepted a posi- 
tion as director of displays for the Cunningham Drug Com- 
pany, owners of a large number of chain drug stores in 
Detroit and vicinity. 

R. R. Webber, of Muskogee, Okla., has been made dis- 
play and advertising manager of Kaufman’s Ready-to- 
Wear Shop, of Oklahoma City. 

Hadley Waters, formerly publicity agent for Sidney 
Drew and Margaret Clark, motion picture stars, and for 
the past few years head window and interior decorator for 
Avedon’s Specialty Shop, Fifth Avenue, has announced his 
resignation to join the Famous-Players Lasky Corporation, 
in charge of decoration. 

Mr. Waters has obtained a fine reputation as a scenario 
writer. Three of his plays have been reproduced on Broad- 
way with big success. 

Harry W. Whitmer has been appointed display man- 
ager for the Datz Drug Company with headquarters at 
Duquesne. This company operates stores in Wilkinsburg, 
McKeesport and Duquesne, Pa. 





E. L. Kayser, display manager of the Harned & Von 
Mauer Store in Davenport for the last nine years, has ac- 
cepted a similar position with the C. F. Kurtz Company, 
of Rock Island, Ill. During the World War, Mr. Kayser 
supervised all patriotic window displays in Davenport and 
surrounding vicinity. 

The resignation of E. J. Albright who has been display 
and advertising manager for Blumenthal & Company, Ma- 
rion, Ind., for ten years, has been announced. His work 
has won for him a distinction in the display field and the 
award of numerous prizes for his creations. 

Mr. Albright intends to go South, but has made no 
definite plans. He will remain with Blumenthal Com- 
pany until his successor is appointed. 





A recent and noteworthy addition to the sales force of 
J. R. Palmenberg’s Sons, Inc., is that of Dave Starr, for 
over twenty years a display manager and for the past eight 
years with’ MacDougall & Southwick Company, Seattle, 
Wash. He is well known throughout the Middle West 
and western states as a displayman of constructive and 
artistic ability. 

‘Mr. Starr was elected first vice-president of the Pacific 
Northwestern Display Men’s Association at their last con- 
vention and has done much in furthering the interest and 
recognition of display in this territory. 

Although connected with the Pacific Coast branch of 
Palmenberg’s, at 11 First Street, San Francisco, Mr. Starr 
will make his headquarters in Seattle. His territory will 
include that of Washington, Idaho and Montana. 





J. H. Hilton, formerly manager of the Merchants’ Dis- 
play Service Company, Akron, Ohio, is now display man- 
ager for Ritter & Meyer, exclusive men’s wear store, 
Youngstown, Ohio. 


Carl Goettman, display manager for Jos. Horne Com- 
pany, Pittsburgh, and an internationally recognized author- 
ity on mercantile display, now on his way to Europe to 
purchase wax figures and other display equipment for his 
department is accompanied by his bride, formerly Miss 
Mildred Miers, of Westview, Pa. The couple were mar- 
ried just before Mr. Goettman sailed. 





Carl Haecker, of Eureka, Ill., has accepted the position 
ot display manager for Frank Burke Hardware Company, 
Waukegan, IIl. 





George B. Rooney who resigned February 1 as director 
of displays for Abraham & Straus, Inc., Brooklyn, has 
been succeeded by Joseph H. Rosenberg formerly display 
manager for MacWilliams Department Store, Wilkes- 
Barre, Pa. Mr. Rooney’s future plans have not yet been 
announced. 

Prior to his association with MacWilliams, Mr. Rosen- 
berg was display head for a chain of stores in North Caro- 


‘lina. He has also been associated with retail establish- 


ments in western Pennsylvania and Florida. 


Val Thomas, prominent displayman of St. Paul has an- 
nounced his resignation as manager of the display depart- 
ment for Brannon’s, Inc. His plans for the future have not 
been completed. 


H. C. Macdonald, display manager for the Murray-Kay 
Company, Ltd., Toronto, for the last sixteen years, and 
one of the leaders among the displaymen of Canada is 
taking a vacation before accepting a position with some 
other organization. The Murray-Kay Company retired 
from business January 1, after many years of success in 
the retail field. 


Morris Slutsky, of Brooklyn, N. Y., has accepted the 
position of display manager for the Wilkes-Barre Dry 
Goods Company of Wilkes-Barre, Pa., succeeding Andrew 
F. Isemann, resigned. For.the last five years he was first 
assistant to O. Wallace Davis, director of displays, at Bat- 
terman’s, Brooklyn. - 
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Mr. Davis, who has been instrumental in developing a 
large number of high-class displaymen, is very enthusiastic 
over this young man’s ability. He declares that he is one 
of the best he has ever had an intimate contact with, is a 
hard worker, excellent trimmer and an artistic card writer. 
He is also a close student of the merchandise end of the 
profession and is already creating some unusual displays 
in his new position. 


Ralph J. Benedict, formerly first assistant in the dis- 
play department of Burgess-Nash Company, Omaha, Neb., 
has been appointed display manager for L. Oransky & Sons, 
Des Moines, Iowa. This company is just completing a 
new six-story corner building with large windows on both 
streets. A formal opening is planned for April 1. 


J. T. Northrop, who has been advertising and display 
manager for the Smith-Winchester Company, wholesale and 
retail hardware, Jackson, Mich., for the past two years, 
has resigned to become advertising manager for Hoover- 
Bond Furniture Company with stores at Lansing and Kala- 
mazoo, Mich. He will have charge of advertising for both 
stores and will direct the window displays for the Kala- 
mazoo store, which has eighteen display windows. 

Mr. Northrop is a member of the Editorial Advisory 
3oard of The DISPLAY WORLD and is a life member 
of the Window Display Advertising Association. Before 
joining Smith-Winchester Company he was advertising 
and display manager for Wm. Barrie Dry Goods Com- 
pany, Saginaw; Mich., department store. 





Edward O’Connell, for many years connected with the 
display department at Lord & Taylor, R. H. Macy & Com- 
pany, Inc., and other large stores, has been appointed dis- 
play manager for Goodwin's, Inc., a new specialty shop 
to open in Brooklyn about March 1. 


Paul Francisco Lupo widely famed display director of 
Barker Brothers furniture store at Los Angeles, Cal., was 
in charge of the arrangements for the recent International 
Artists Revue, otherwise known as the “Night of All Na- 
tions” presented at the Ambassador Auditorium in Los 
Angeles. Mr. Lupo is president vf the International Ar- 
tists Club. 





BUFFALO CLUB STAGES FIFTH ANNUAL 
CRYSTAL BALL 

The fifth annual Crystal Ball of the Buffalo Association 
ot Display Men was held at the Hotel Statler, Friday 
evening, February 13, with more than 1,000 guests present. 
Vaudeville sketches and live model draping were some of 
the special features of what was declared the most elabo- 
rate and spectacular event ever held by this organization. 

Philip Bellanca, recently elected president of the asso- 
ciation, was general chairman of the ball. He was ably 
assisted by John Wolfgruber, vice-chairman; E. Preston 
Browder, publicity; John Feibelkorn, decorations; Law- 
rence C. King, features; Stanley Pollock, tickets, and Ed- 
ward Kurzinski, music. 

Officers who were elected at the annual dinner and 
election held at. the Touraine Hotel earlier in the month 
are: Philip Bellanca, director of displays for Hens & Kelly, 
president; John Wolfgruber, of Adam, Meldrum & Ander- 
son Company, vice-president; Lawrence C. King, Oppen- 
heim, Collins Company, recording secretary, and William 
J. Amborski, of Frank Winch Company, financial secre- 
tary and treasurer. 


THE DISPLAY WORLD 








BETTER 
THAN A 
BRUSH | 


uicker 
as1er. 


Esterbrook | 
Lettering Pens 


aor Drawing and Lettering 
Pens are made with both round 
and square nibs in four sizes of each 
style. Used by expert card writers every- 
where. Send $1.00 for one dozen 
assorted Drawing and Lettering Pens. 
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The Esterbrook Pen Manufacturing Co. | 


Camden, New Jersey 
Canadian Agents: The Brown Bros. Limited, Toronto | 

















The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





e Write for*Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 























Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


82816 E. MAIN STREET RICHMOND, VA. 























The Sales You Lose 


because the lights are not burning in the show 

‘ window ‘at dusk or at theatre closing time would 

pay many times over the cost of instailing an 
A & W Electric Time Switch. 


The A & W Electric Sign Co. 


2126 E. 19th St. Cleveland, O. 


LETTERING 
Pit occp il N.Y. 
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“JUST THE BEST” 
Papier Mache 











No. 300 


We are specialists in papier mache for display 
and decorative purposes. 


Our line is now the most complete in our history 
and includes many exclusive specialties and 
novelties. 


Write for latest illustrated circular. 


Art Fontaine 


Exposition Company 
10714 N. Main Street 
Los Angeles, Calif. 
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WELL KNOWN DISPLAY MANAGER DIES 

Victor Carson, nationally known window display man- 
ager, died at the W. A. Foote Hospital in Jackson, Mich., 
Tuesday, January 6, after a brief illness of typhoid pneu- 
monia. 

After attending school at Albion College he entered the 
employ of L. H. Field Company, of Jackson, where he 
soon became display manager, serving steadily and faith- 
fully until his death. He was 42 years of age. 

His work has attracted favorable attention for years 
and he won'many national prizes for window and interior 
decorating. He was a hard worker, original in his ideas 
and was an artist of considerable ability. He was a mem- 
ber of the I. A. D. M. for many years and always attended 
the conventions. 

Everyone liked “Vic,” as he was known to his intimates, 
and his death brings sorrow to a large circle of friends. 
He leaves a wife and one daughter, two brothers and 
two sisters. The L. H. Field store closed during the funeral 
services as a tribute to his memory. 





LARGE SIZE AIR BRUSH NOW OBTAINABLE 

Due to the great demand for a larger and more efficient 
type of air brush for finishing backgrounds, show cards 
and cut-out figures, the Paasche Air Brush Company, of 
Chicago, has designed a special sprayer for this class of 
work. 





Ten special patented features are included in the con- 
struction of this brush, which has just been put on the 
market. The increasing use of special backgrounds and 
settings makes a brush of this type indispensable to every 
display department. 

Perhaps the greatest advantage of this larger size 
sprayer is the interchangeability of colors and the speed 
that can be attained through its use. 

DISPLAYMEN AID HOLLYWOOD PRODUCERS 

Hollywood went to school in the retail stores of Los 
Angeles to learn how to stage a fashion show. 

Displaymen co-operated with the directors of the Para- 
mount film “Worldly Goods” which is being produced at 
the Lasky studio resulting in the creation of an elaborate 
and well-arranged revue. 

The scene was a modiste’s shop and in it twenty cos- 
tumes ranging from lingerie to wraps were worn. The 
aggregate value of the display was placed at $15,000. 

Twenty of the most beautiful girls in Hollywood were 
gathered to serve as models. Four were former Ziegfeld 
“Follies” beauties, two had been in “Scandals,” two in 
“Sally,” and others had enjoyed equal reputations for being 
easy to look at. 
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Displays Supplied that Dealers Use 


(Continued from page 20) 


pends on his sales record and the service furnished 
him in the past- Frequently a request comes in from 
some jobber for display and sales service for a dealer 
not on our record. We then act on the suggestion of 
the jobber, who has previously been advised of our 
service practice. 

Before adopting our present policy we found that 
there was a tremenduous waste of the material we 
furnished our dealers—partly because it was furnished 
regardless of whether the dealer wanted or could use 
it. Whenever a dealer gave a good order or when- 
ever anybody thought a certain dealer ought to have a 
supply of advertising and display material it was sent 
him. Another reason for the waste was because many 
dealers didn’t know how to use it. So the problem was 
to get displays that dealers could use and show them 
how to use them. The result was the displays de- 
scribed above and the adoption of the policy of having 
the dealers ask for them. 

These displays are merchandised through our dealer 
house organ, Coleman-Grams, and by special circulars 
and folders which show how to use them by pictures 
of actual window trims in which they have been used 
by dealers. All dealer requests are handled by a special 
dealer service department whose sole purpose is to 
give any sales or advertising assistance possible to all 
Coleman dealers, 

So with the method we now use we believe that 
there is a minimum waste of the displays we furnish 
to our dealers. First because the display is furnished 
only on the request of the dealer himself ; and second 
because of our close cooperation with the dealer and 
showing him how to make good use of the trims we 
furnish. 

If he is interested enough to ask for it, it is almost 
certain that he is interested enough to give space to 
and use it after he gets it. His order, his past sales 
record or his own statement will tell us whether or not 
he has the lamps and lanterns on hand to fix up a 
suitable display. No display is sent without the dealer 
being notified. Inasmuch as he has requested it, he is 
looking for and expecting it, and then when shipment 
is made, a copy of our shipping order to our mailing 
department is sent to him so that he knows that the 
display is on the road and that he can expect to receive 
it within a few days. And as the whole year is the 
selling season for Coleman Quick-Lite lamps and lan- 
terns, no Quick-Lite display is ever out of season. 





FUTURE BRIGHT FOR ONLI-WA COMPANY 
J. H. L. DeWeese, president of The Onli-Wa Fixture 
Company, of Dayton, Ohio, expects the year 1925 to be the 
biggest in the company’s history. Important additions to 
their line in the form of modern window fixtures and light- 
ing devices are meeting with gratifying response from mer- 
chants all over the country. 
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ing stores. 


sorted colors, $3.00. 


PEEL. 





Reduce your 
lighting bills 


7/3 to "2 


The Model 75 Floodlight 


will give you more and better light in your win- 
dows at a saving of at least one-third in current 
consumption! This is based on actual tests by lead- 


You can quickly and easily install these units to 
replace your present system of lighting and flood 
your windows with a brilliant evenly distributed 
light, and eliminate all shadows. 


PRICE Model 75 Floodlight, complete with universal 
arm, wiring and plug, ready for use, $10.50. 


Color unit to fit same, including frame and five as- 


Successful merchants everywhere are now using 
these money-saving units. 


Made of metak-WILL NOT BREAK, CRACK or 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. (Dept. W) New York, N. Y. 


“Best By Test” 






































SATIN DISPLAY PANELS A SPECIALTY 


“I Picture Your Message.” 
JOHN MASON 


Artist 
1608 Pine St., Philadelphia 


Formerly with Tiffany & Co. and 


Gorham Mfg. Co., New York. 


FIGURE PAINTER 
ILLUSTRATOR 
COMMERCIAL ART 
DECORATIVE DESIGN 
PEN AND INK, OIL 
AND WATER COLOR 











Sol Shee 


for Wonderful Windows 


S. M. HEXTER & CO., Sole Owners, Cleveland, Ohio 
New York Address: 1140 Broadway 




















CUT-OUT DECORATIONS 
FOR YOUR SHOW CARDS. . 


We offer a beautiful new line for spring 1925—Flowers, 
Butterflies, etc. Beautifully colored and embossed. 


Samples sent free on request. 


W. B. YOUNG & CO., 160 N. Wells St., Chicago, Ill. 














WANTED 
YOUNG MAN, COMPETENT, TO DISPLAY 
ANY KIND OF STOCK 


GUINAN’S DEPARTMENT STORES 
Mount Carmel, Pa. 
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New Type of Wax Figures Created 
° Interesting and attractive exhibition of modern 
Effective figures held at Palmenberg’s 


@ © 
Color Combinations M*3* favorable comments have been heard concern- 
ing 


the spring exhibition of wax fgures at J. R. 






























The Biggest Secret of Peerners | Sn ine., stig West ee. Street, New York. 7] 
: Those who have already viewed this exhibition have been | 
Successful Display enthusiastic in their praise of the new figures and the man- by 


ner in which they are displayed. be 


Often the best conceived window display th 
is ruined by a faulty color effect. This has he 
ever been one of the most difficult prob- 
lems in the successful practice of window of 
display art. U1 

The Taylor Color Chart, invented a few * 

*l| years ago by artists to improve their own o 
use of color and introduced to displaymen > 
THE TA’ E dis 
cae. a , 
Paco ~ pri 
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at 
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sm 

wr 
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CHART B BARMONTZED COLOR SCALES 





ee Perfect Reproduction of Modern Girl Figure 
a ae Created by Palmenberg. 


wnt 
AN 





One of the new figures which was just completed in time S: 

for the display is representative of Broadway’s footlight - 

{ favorites. This is a perfect type of the much-admired Me 

wil NG theatrical artists. Just as the girls of the stage are adept ac 

ze in the wearing of clothes, so, too, has this figure achieved Hit 

. that subtle and sought-for charm of wearing and display- ri 

only one year ago has proven its great celia deat! in 
practicability and worth. It has in a short Bie ge cng a st 


: : ! 2se new fi s by Palmenbe 2 iversion 
time obtained the approval of a great many i ee “ena aegts ai: 
from the conventional pose sufficiently to attract atten- 


displaymen and is used by the leading stores : hag ; rhs ”7 

play ws da 8 tion, yet without the peculiarity of eccentricity. They 
of the country. ie 

typify the poise and grace of the American woman who a 

PATENTED COLOR CHART knows how to display her charms without suggestion or r 

Size 22x29 inches, reinforced with linen back. exaggeration. Of course, the interchangeable and mechan- wt 

Shows 96 colors—popular and standard—3 masks ical features of Palmenberg’s figures are too well known an 

—one sheet of Pictorial instructions. 2 bla oF : 4 wi 

to be mentioned here. It is sufficient to say that they is 

COMPLETE, $10 POSTPAID combine the practical with the beautiful for the medium let 

Formerly $15.00 of display. 423 

Write for free bulletin, “Color as a Sting) ACT ae 
Real Trade Builder” The DISPLAY WORLD is the most interesting publi- 

cation of the window display field, and many inspirations we 

Th LA , ; : \ 

: e DISP Y WORLD : come just by referring back over one or two copies 0! act 

Exclusive Agents to The Display Field the magazine, according to F. J. Helfrey, display manager oe 
CINCINNATI, OHIO for Harvey & Carey Drug Company, Inc., of Salamanca, 





New York. 
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National Hosiery Contest Announced 


Humming Bird Hosiery Display Week to be observed throughout 
America, March 16-21—More than $3,500 in prizes announced 


HE period from March 16 to 21, inclusive, has been 

announced as National Humming Bird Display Week 
by the Davenport Hosiery Mills, of Chattanooga, Tenn., to 
be featured by a national display contest for which more 
than $3,500 in cash and prizes will be distributed for the 
best displays of Humming Bird Hosiery. 

Each section of the country and each town, regardless 
of size, will be on an equal basis in this contest. The 
United States has been divided into twenty-two districts, 
and each of these districts divided into two sub-districts, 
one consisting of all cities over 15,000 persons, and the 
other all cities and towns of less than 15,000 in population. 

More than $150 in prizes will be given away in each 
district, in addition to the grand capital prize. ‘ These will 
consist ef a first prize of $25, a $10 second prize, and ten 
prizes of sterling silver fountain pens for each subdivision. 
A large and very beautiful solid silver loving cup, valued 
at more than $300. will be awarded the best Humming 
Bird window or store display in the whole United States. 

Each display manager entering this contest must submit 
a photograph of a window, store or counter display not 
smaller than 3x5 inches, with the name of the store plainly 
written on a slip accompanying it. A sworn statement of 
the number of dozen pairs of Humming Bird hose sold 





O 
| 


oo. ae 
Opportunity &xchange * 


while this display was on the average weekly sale for a 
month previous, and the population of the entrant’s town 
must accompany the photographs. All entries must be in 
the office of the window display contest department, 
Davenport Hosiery Mills, Chattanooga, Tenn., by April 1. 
The prizes will be awarded May 1. 

The districts created for the best window displays dur- 
ing National Humming Bird Week are: (1) Whole of 
New England states—Maine, Vermont, New Hampshire, 
Connecticut. Rhede Island and Massachusetts; (2) New 
York state, excluding New York City; (3) New Jersey and 
Pennsylvania, excluding Philadelphia; (4) New York City. 
Philadelphia, Baltimore and Washington, D. C. (no sub- 
division, $150 in prizes); (5) Virginia, West Virginia and 
Maryland; (6) North and South Carolina; (7) Georgia and 
Alabama; (8) Florida; (9) Mississippi, Louisiana and Ar- 
kansas; (10) Kentucky and Tennessee; (11) Ohio and In- 
diana; (12) Michigan; (13) Illinois, excluding Chicago; 
(14) Missouri and Nebraska; (15) lowa, Wisconsin and 
Minnesota; (16) Kansas and Oklahoma; (17) Texas; 
(18) North and South Dakota, Montana and Idaho; (19) 
Wyoming. Utah, Colorado New Mexico, Arizona and 
Nevada; (20) California; (21) Washington and Oregon, 
and (22) Chicago ,(no subdivision, $150 in prizes). 





| Mken Wanted Positions Wanted For Sale Wanted Buy 































WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes. 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
Strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 


WANTED 


Salesmen selling fixtures to carry a 
well-advertised line of Window 
Valances and Drape Shades. We 
are an old established house 
manufacturing our own _ lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 

The National Decorative Company 

5 Hudson St., Camden, N. J. 


POSITION WANTED AS 
ASSISTANT DISPLAYMAN 
Have had four years’ experience in 
small department store and frnished 
course in show card writing at The 
Chicago Painting School. Can send 
photographs of sample cards and 
window backgrounds, if desired; 

also photographs of windows. 
Address, “B. O.” 
Care The DISPLAY WORLD 

















FIXTURE SALESMAN or DISPLAYMAN 
who can devote part time to selina Val- 
ances, A rea! line and liberal commissions 
will earn you a_ substantially increased 
income. Give full details of yourself in 
letter to us. Confidentiai if desired. 
BRYAN’S, 
423 S. 4th Ave., Louisville, Ky. 


For Sale—Window sock for decorators. 
Patented May 20, 1924. Fits over any shoe. 
Made of fleece-lined jersey cloth. An 
elastic band is taped and sewed in the top. 
They can’t slip off. 75c¢ pr., $4.00 % doz., 
$8.00 per doz., postage paid. Send size of 
shoe. Pocket hammers 4% inches long, 
nickel plated, &5c each, postpaid. 

J. M. WALTERS, M’f’r., 
220 South Benton Way. Los Angeles, Cal. 














POSITION WANTED 


Window Trimmer’s. Assistant, two years’ 
actual experience. Neat cards. Progres- 
sive. One who is worth while. 7 


Address, “T. C.,” 
Care The DISPLAY WORLD. 











“NATIONALLY KNOWN” DISPLAY 

AND ADVERTISING EXPERT WILL 

CONSIDER OFFER FROM LEADING 

MEN’S OR WOMEN’S’ READY-TO- 
WEAR STORES. 


Address, “CONFIDENTIAL,” 
Care The DISPLAY WORLD 











FOR SALE 
Large mechanical bear and 
trainer, Messmore & Damon 
product. Original cost, $575.00. 
In perfect condition; will sell 
cheap. 


KAUFMAN’S 
Harrisburg, Pennsylvania 
E. M. FOX, Display Manager 
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TERRE HAUTE DISPLAYMEN FORM 
ORGANIZATION , 
An organization of the window displaymen of Terre 
Haute, Ind., was perfected at a recent meeting held for that 


purpose at the Chamber of Commerce. Officers were 
elected and plans made for the activities of the club. 


R. H. Brennan, Root Dry Goods Company, was elected 
president; Eddie All, Lederer-Feibelman, vice-president; G. 
V. Jackson, Seigel’s, secretary, and Ray Sneyd, of Joseph’s, 
treasurer. Trustees elected were T. G. Klein, Kleeman Dry 
Goods Company; E. P. Slay, Meis Bros., and Stewart, of 
Lederer-Feibelman. A membership and other committees 
were appointed by President Brennan. 


Those who attended this meeting and who were enrolled 
as charter members included Messrs. Ray Sneyd, G. V. 
Jackson, E. P. Slay, Stewart, Eddie All, Pipp, of Tune 
Bros., Mooney, of Shatsky’s, McQuilken, of Levi’s, Pruett, 
of Feltman, Curme, Faber, Dennis, of Root’s, Greenhclz, 
of Kleeman’s, and R. H. Brennan. 





DISPLAY MANAGER BUYS HAT SHOP 


Miss Julia Jutrash, of Milwaukee, who has been special 
window decorator for Helen’s Hat Shop, Wisconsin Rapids, 
Wis., for the last two years, has purchased the shop from 
its owner and will assume control after an Eastern shop- 
ping trip. Miss Jutrash is a firm believer in the value of 
good window display as a sales factor and plans to increase 
the use of this medium under her own management. 





FORT DODGE STORE NAMES DISPLAY MANAGER 
Louis Williams, formerly assistant display manager at 

Younker Bros., Des Moines, has been appointed display 

manager for The Boston Store, Fort Dodge, Iowa. 





CREPE PAPER NOW MADE IN RIBBON FORM 


A useful form of crepe paper and one that can be used 
to advantage in the production of unique and novel effects 
in window displays has just been placed on the market by 
The Tuttle Press Company, of Appleton, Wis. 

This paper is produced from the best grade of crepe 
paper by use of special shredding machinery, and is known 
as Crinkle Crepe Ribbon. It comes in strips about a quar- 
ter of an inch wide and is packed loose in a box contain- 
ing six ounces. This is made in all of the 33 shades 
and colors from their regular line of Crinkle Crepe paper. 





CARL GREER JOINS BODINE-SPANJER CO. 


An announcement of importance to displaymen gener- 
ally and particularly to those located in the territory com- 
prising the states of Minnesota, Nebraska, Iowa and Mis- 
souri, issues from the offices of The Bodine-Spanjer Com- 
pany, Chicago, manufacturers of display equiment and 
decoratives, whereby Mr. Carl Greer becomes sales repre- 
sentative in the above-mentioned territory. 

Mr. Greer enjoys an international reputation in the dis- 
play field, having been affiliated with The Hudson Bay 
Company, Vancouver, in the capacity of display director, 
and in which his accomplishments attracted general interest 
and praise. He has a host of friends who will watch his 
progress in this new work with considerable interest. 

Mr. Greer succeeds C. W. Moderow, who was forced 
to relinquish his. sales territory, due to the increasing de- 
mands on the background division of The Bodine-Spanjer 
Company. In the future, Mr. Moderow will direct the 
operation of this department and from time to time make 
inspection trips over the various sales territories. 


















One of the New Figures at the 
5 Exhibition of 
i xhibition o 
Dry 
Wax Fi 
es ax Figures 
lled 
v by 
une F 
ett, 
elz, Sne. 
7 TTRACTIVE, and _ naturally 
ids, posed, this new wax figure is 
‘om one that will command attention 
of without inviting ridicule. The mod- 
ase elling of the figure and the atmos- 
phere of charm and refinement that 
ER it conveys will lend human interest 
at to any display. 
lay 
7 HERE are over fifty 
sed idea-inspiring life- 
ota like wax figures on exhi- 
by poe : 
bition at our main show- 
rooms in New York. 
epe ° oe 
vee Each figure is artistically 
jar- posed and gowned and 
\in- well worthy of your in- 
des spection. 
er. 
You are cordially invited to this exhibition, 
- which will be on display during the Spring 
a season of 1925. To see these figures as they 
lise are displayed is to.really appreciate them. If 
o) it is impossible for you to come, we will be 
om glad to send you photographs and any infor- 
| mation desired. 
lis- . | . 
say J. R. PALMENBERG'S SONS, INC. 
ov Founded 1852 
"es 
e Main Offices and Showrooms 
63-65 West 36th Street, New York 
ced Branch Offices 
de- CHICAGO BALTIMORE BOSTON SAN_FRANCISCO 
fet 204 W. Jackson Blvd. 122 W. Baltimore Street 26 Kingston Street 11 First Street 


































































Will you order it into your 
Spring Displays? 
Without Adler-Jones Decoratives your 
Displays will lack that something 
which attracts business—i. e., Character. 
Now is the time to plan your Spring 
Displays — but first write for a free 


copy of the Spring and Summer 
number of 


“The Guide 
To Better Window Displays” 


Be sure to visit our show It is a catalog of Decoratives that 
rooms when in Chicago will add character to your displays 


The Adler-Jones Company 


649 South Wells Street 
CHICAGO 








